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Pfizer Moves 
Bulk of Account 
Out of McAdams 


25 Ethical Drugs and 
‘Spectrum’ Are Looking 
for a New Ad Agency 


New York, July 31—After eight 
years with William Douglas Mc- 
Adams Inc., a time during which its 
sales soared from $50,000,000 to 
more than $200,000,000, Chas. Pfiz- 
er & Co. is moving the bulk of its 
account out of the agency. 

Pfizer Laboratories, the compa- 
ny’s major ethical drug-producing 
unit, has already yanked all of its 
products. In the group are more 
than 25 ethical drugs, including 
Pfizer’s leading antibiotics—Terra- 
mycin, Tetracyn and Signemycin. 


s Still remaining with McAdams 
are the drugs made by another 
Pfizer division, the J. B. Roerig 
division, and “Spectrum,” a slick- 
paper magazine mailed to doctors 
every two weeks. 

However, William F. Lally, ad- 
vertising director of Pfizer Labor- 
atories, told ADVERTISING AGE this 

(Continued on Page 69) 


Post Office Adopts 
Rule Changes for 
Second-Class Mail 


WASHINGTON, Aug. 1—The Post 


Office Department today adopted, | " 
with some changes suggested by/|@ 


publishing groups, new rules cov- 
ering mailing procedures by sec- 
ond-class and controlled circula- 
tion publications. 
quirements take effect today. 

One rule reduces the weight limit 


on publications from 100 Ibs. to 80 | 


Ibs. per sack. Another requires 
publications with reentry privi- 
leges at two or more offices to 
state: “Second-class postage paid 
at 
offices.” 

Other changes apply to accept- 
ance at second-class rates of pub- 
lications which have applied for 
but not received second-class en- 
try, use of second-class mail by 
news agents, and provide for a 
hearing before suspension or an- 
nulment of second-class privileges. 
Controlled circulation publications 
must henceforth bear the imprint: 
“Accepted as controlled circulation 
publication at ” 

The post office also postponed 
for 30 days, until Sept. 1, the ef- 
fective date of foreign mail rate in- 
creases on books. Other interna- 
tional rate boosts took effect today 
along with domestic changes. + 


RAB Mailing Takes Swipe at Direct 
Mail Medium as Postal Rates Go Up 


New York, July 31—By no co- 
incidence, the Radio Advertising 
Bureau has chosen the time when 
postal rates are going up to take 
a competitive swipe at direct mail 
advertising. 

And ironically enough the prin- 
cipal medium being used to get 
RAB’s message across is—one 
guess—direct mail. 

“Should you use direct mail?” 
is the question put by the news- 
letter, which RAB already has 
mailed to its members, and which 
they in turn will have distributed 
to their prospects via a mail cam- 
paign or by hand by the station’s 
salesmen. 


s The radio drum beating group 
begins its “evaluation” of direct 
mail by plunging right into the 
question of costs: 

“Increased postal rates are 
causing local direct mail advertis- 
ers across the nation to take a 
closer look at their advertising 
route to the consumer. First, 
they’re looking at the new rates 
(effective Aug. 1, 1958). Here’s 
what they’re finding: 

“First class mail, postcards, air 
mail letters and air postcards all 
have been upped a penny, an in- 
crease of 33% for mailing every 
piece of first class mail. 

“New third class rates (effective 
Jan. 1, 1959), including price and 
pound rates on bulk mailing and 
prices rate on individual mailings, 
all are increasing from 30% to 
60%. 


= “On top of this these same 
cost-beleaguered advertisers are 
reflecting on direct mail’s other 
spiralling costs of recent years. 


And they’re finding these con- 

servative estimates of direct mail 

increases since 1933: 
“Envelopes—up a full 20%. 


“Labels—up 6%, a full 16% 


| since 1950. 


“Business reply cards—up $2 
per 1,000.” 

RAB asserts that the 7% in- 
crease, which brought the direct 
mail outlay in 1957 to $1,800,000,- 
000, went to cover increased costs 
and that there was little or no 
rise over 1956 in the total number 
of direct mail pieces sent out. 
“And now the nation’s direct mail 
advertisers are faced with the 

(Continued on Page 69) 


‘Lone Star’ Duncan 
Coffee Ads Ride in 
Oklahoma Again 


Houston, July 31—The “war” 
between Texas and Oklahoma 
came to a happy end this week as 
a Houston coffee company an- 
nounced it was ending its boycott 
against Oklahoma advertising 
media. 

Tracy-Locke Co., the agency for 
Duncan Coffee Co., announced a 
new schedule in Oklahoma media 
which guaranteed rates which are 
not discriminatory. 

Charges that rate setups in 
Oklahoma discriminated against 
out-of-state advertisers led to the 
dropping of $150,000 worth of ad- 
vertising in that state by Duncan 
(AA, July 14). Specifically, it was 
charged that Cain Coffee Co., 
Oklahoma City, was getting local 
rates throughout its home state, 

(Continued on Page 69) 
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PRIMITIVE—An “inner dog” newspa- 
per campaign will promote Quaker 
Oats Co.’s Ken-L-Ration on the 
West Coast. The campaign kicks 
off Aug. 5 in Los Angeles, Aug. 
12 elsewhere. Needham, Louis & 
Brorby, Chicago, is the agency. 


Pabst Buys Blaiz 
From Schenley 


for $16,500,000 


James Windham, Blatz 
President, Takes Over 
Top Exec Post at Pabst 


Cuicaco, July 30—The Pabst 
Brewing Co. today announced the 
purchase of Blatz Brewing Co., 
and the acquisition of a new pres- 
ident. 

Pabst acquired Blatz, a subsidi- 
ary of Schenley Industries, for 
$14,500,000 in cash and deben- 
tures and 200,000 shares of Pabst 
common stock, currently valued 


at about $10 a share. The pur-| 


chase agreement also included 
stock purchase warrants, which 
expire July 31, 1966, and cover 
350,000 shares at prices from $10 
to $12.50 a share. 
James C. Windham, who has 
(Continued on Page 73) 


Similar Indictments in 
Other Key Cities Seen 
in Justice Dept. Move 


| WASHINGTON, July 31—Ford Mo- 
|tor Co., all of its dealers in the 
Washington area, and all Chevro- 
let and Oldsmobile dealers in this 
city and its suburbs, have been in- 
| dicted by a federal grand jury here 
on criminal anti-trust charges. 
Among the charges is that the 
dealers conspired by agreeing “to 
refrain from price advertising.” 


.|The alleged collusion was limited 


to dealers handling the same make. 
While the Department of Justice 


$20,000,000 Budget 
Will Push Buick’'s 
Bigger 1959 Cars 


Fint, MicuH., Aug. 1—Buick, 
which unveiled its longer, lower, 
bigger 1959 line here this week, 
will begin spending a $20,000,000 
advertising budget about mid- 
September. 

Newspapers again will take a 
major slice of the budget. The tv 
promotion will be paced with 


Bob Hope spectaculars. Both mag- 
azine and newspaper ads will 
break in mid-September (the ex- 
act date hasn’t been revealed). 

Edward T. Ragsdale, Buick’s 
general manager, declined to re- 
veal prices on the new Buicks, but 
|he said that increased steel costs 
}and a possible rise in labor costs 
| might tend to boost prices a bit. 
He predicted that the 1959 car 
market will be 5,500,000, about 1,- 
000,000 bigger than the 1958 mar- 
ket, and that Buick’s 1959 market 
share will increase. 


# While he said he believes that 
small cars have “a fairly good 
market” in this country, “the big 
_market is for a safe, comfortable 
/and roomy car...and I believe it 
|always will be, as long as man 
| (Continued on Page 73) 


Last Minute News Flashes 


Urban Named President of Hazel Bishop 


New York, Aug. 1—Robert G. Urban has resigned as exec vp of the 
family products division of Warner-Lambert Pharmaceutical Co. to 
become president (and chief executive officer) of Hazel Bishop Inc. 
Raymond Spector, formerly president and board chairman, will con- 


tinue as chairman and also will be involved in advertising. Last May rer 
Mr. Spector sold his 62% interest in Hazel Bishop to C&C Television |CtC#* Britain, who last October 
Corp. for about $3,800,000. At the time it was stated that he would | 


continue as chief executive officer under a five-year contract. 


D’Arcy, Norman, Craig to Bid for Colgate Accounts 
New York, Aug. 1—D’Arcy Advertising and Norman, Craig & Kum- 
mel have been invited to do creative solicitations for Colgate-Palm- 
olive Co.’s account, resigned last week by Bryan Houston Inc. (AA, 
July 28). D’Arcy handles Halo shampoo for Colgate; NC&K the Veto 


deodorant line and Vel powder. 


Riam, Swiss Shaver, Enters U. S. Market 


New York, Aug. 1—Riam Ltd., Swiss electric shaver manufacturer, 
is entering the U. S. market this fall and has appointed Smith/Green- 
land Co., New York, to handle its advertising. The Riam shaver is 
powered by flashlight batteries and will be priced below the popular 
U.S. makes. About $500,000 is slated for a pre-Christmas drive. 

(Additional News Flashes on Page 73) 


“Wells Fargo” (NBC-TV) and six! 


Indict Ford, Chevy, Olds Dealers in 
|Washington for Ad Price ‘Conspiracy’ 


did not say so, the local indict- 
ments are expected to be the first 
of many in key cities across the 
country. Grand jury investigations 
are in process in New York, Cleve- 
land, Detroit and San Francisco. 

Ford, the only factory named a 
defendant, promptly denied the 
monopoly charges, claiming that a 
parts program undertaken in 1954 
“involved no agreement as to the 
prices at which sales were made to 
any customer.” 


s The National Automobile Deal- 
ers Assn. also attacked the indict- 
ments. President Dean Chaffin of 
Bozeman, Mont., said: “The public 
has been educated through adver- 
tising and trading to know too 
much about price buying to permit 
any group of business men in a 
small geographic area to fix and 
maintain retail prices.” 
Frederick J. Bell, NADA exec 
vp, expressed amazement that the 
Justice Department would move 
against the retail auto industry 
“under present circumstances.” 


# All three indictments charge 
that for several years the 42 deal- 
ers named “have engaged in a 
combination and conspiracy to 
raise, fix and stabilize the retail 
prices of automobiles and acces- 
sories sold in the Washington 
metropolitan area by agreeing to 
adopt and utilize uniform list 
prices substantially higher than the 
list prices suggested by the man- 
ufacturer, and by agreeing to re- 
frain from price advertising.” 
While this is a criminal case, no- 
body will go to jail, irrespective of 


| the outcome, because the defend- 
|ants are all corporations. No in- 
|dividuals were named. Maximum 


fines of $50,000 are possible on 
each of seven counts. # 


J. H. Whitney 
Buys ‘Parade’ 
From Field 


New York, July 31—Field En- 
terprises, which last year sold 
Pocket Books—first mass-market 
producer of paper-covered books 


—for about $5,000,000, has ar- 
ranged to sell Parade, weekly 
newspaper supplement, to John 


Hay Whitney, ambassador to 
made an investment in the New 
York Herald Tribune. The selling 
price of Parade was not an- 
nounced, but guesses on Madison 
Ave. were in the $10,000,000 
range. 

Parade, which was started in 
1941 as an outgrowth of Marshall 
Field’s publication of PM, a New 


York daily, last year had an ad- 


vertising volume of $19,424,430. 
Volume in 1955 was $14,009,848 
and in 1956 it was $16,468,439. It 
carried 730 pages of advertising 
in 1955, 767 pages in 1956 and 814 
pages in 1957. According to Pa- 
rade officials, the supplement car- 
(Continued on Page 8) 
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A&P, ‘Woman's Day’ Not Liable... 


U.S. Appellate Court Reverses Lower 
Court in Suit Against Food Companies 


General Foods, Hunt, 
Morton Salt Failed to 
Prove Case, Judge Rules 


Cuicaco, July 29—The future of 
advertising and promotional activ- 
ities by food field suppliers was 
uncertain this week after a U. S. 
appellate court had reversed a low- 
er court decision which had dis- 
raissed a $3,000,000 anti-trust suit 
against three food companies, 
Great Atlantic & Pacific Tea Co. 
and Woman's Day, A&P’s maga- 
zine. The suit was brought in 
March, 1956, by 20 independent re- 
tail and wholesale grocers in the 
“hicago area. 

The U. S. court of appeals here 
ruled last weekend that General 
Foods Corp., Hunt Foods Inc. and 
Morton Salt Co. had failed to prove 
in the lower court that their pay- 
ments to Woman’s Day for adver- 
tising were available proportion- 
ately to other grocery retailers in 
competition with A&P in accord- 
ance with Section 2(d) of the Rob- 
inson-Patman Act. The three sup- 
pliers should be required to do this, 
the court said. 


s At the same time, the high court 
concurred with the lower court 
that A&P and Woman’s Day were 
not liable in the case, and that the 
suit against the food retailer and 


Byoir, Railroads 
Assessed $852,074 
in Truckers Suit 


PHILADELPHIA, July 30—Triple 
damages totaling $652,074 plus 
$200,000 in attorneys’ fees were 
awarded to the Pennsylvania Mo- 
tor Truck Assn. by federal Judge 
Thomas J. Clary in the anti-trust 
suit against the Eastern Railroad 
Presidents’ Assn., 24 eastern rail- 
roads and Carl Byoir & Associates. 

Although Judge Clarey said last 
October, when he awarded the 
damages to the truckers (AA, Oct. 
14, 57), that Byoir would have 
to pay 20% of the damages, he 
told Apvertisinc AcE that “The 
award of damages was made gen- 
erally against all defendants. There 
was no special percentage to be 
paid by anyone.” 


® According to Byoir’s Chicago of- 
fice, the judge cited Dextone Co. 
vs. Building Trades Council of 
Westchester County et al (60S.2d, 
47 (second circuit, 1932) ) and 


its magazine should be dismissed. 

Lawyers for General Foods, Hunt 
and Morton said they have not de- 
cided on a course of action. The 
three choices open to them are (1) 
to petition the appellate court for 
a rehearing within 15 days; (2) to 
petition for certiorari to the U. S 
Supreme Court, or (3) to allow the 
case to return to the lower court 
for another trial. 

Donald P. Hanson, publisher of 
Woman’s Day, assured advertisers 
in a letter this week that the rul- 
ing “has no application whatever 
to current and future advertisins 
in the magazine.” 


| 


s In discussing advertising by the 
three food companies in Woman’s 
(Continued on Page 72) 


Underwood Readies 
Scholarship Prize 
Contest for Fall 


New York, July 30—Underwood 
Corp. will combine its “golden 
glove” theme this fall with an $81,- 
150 cash-scholarship contest for 
students. 

Eleven page color ads have been 
scheduled in five magazines from 
September through December. The 
campaign will break in the Sept. 8 
issue of Life and also will run in 
American Girl, Boys’ Life, Look 
and Scholastic Magazines. The slo- 
gan will be “Golden-touch typing 
—like wearing magic gloves,” 
which the company has been using 
for the past two years. 


® The contest, Underwood says, 
will give students a chance to win 
enough money for four years at 
college. There are three national 
prizes of $5,000 each, plus 147 state 
awards: 49 $1,000 prizes, 49 $250 
prizes and 49 $100 prizes. 

Entry blanks will be available 
from Underwood dealers only, and 
contestants must complete two 
statements. In 100 words or less 
the student must tell “How a por- 
table typewriter could help me im- 
prove my school work.” In 25 
words or less, the entrant explains: 
“I have tried the Underwood por- 
table and I like it because. . .” 

William Esty Co. is the agency. # 


Colgate Sets ‘Family Contest’ 
Colgate-Palmolive Co, New 
York, is offering 2,218 prizes worth 
more than $200,000 in a Family 
Contest sponsored by the toilet ar- 
ticles division, through Sept. 30. 
Contestants must submit a carton 
or sales receipt from any Colgate 
toiletry and complete an entry 
blank. Six Colgate shows are pro- 


(Continued on Page 74) 
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KISSABLE—The climax of Owens-Illinois Glass Co.’s 1958 promotion 
(AA, March 24) of no-deposit beer bottles is this color spread in 
Life, Sept. 1. J. Walter Thompson Co. is the agency. 
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CHANGING—Since the first of the year Warner-Lambert Pharmaceu- 

tical Co. has been quietly testing a new Listerine bottle and this 

package (side and rear panel shown) in Seattle and Tacoma. The 

company hopes to maintain the Listerine identity while creating a 
better tv image with the new package. 


‘Innovation-Minded’ Families Key Group 


in Appliance Sales Pic 


Ann ArsBoR, July 30—A Uni- 
versity of Michigan researcher 
has announced the discovery of a 
key consumer group whose buy- 
ing habits apparently determine 
whether a new household appli- 
ance will become a conventional 
convenience or remain a house- 
hold novelty. 

Eva Mueller, of the university’s 
survey research center, calls this 
group the “innovation-minded” 
families. About one in five fami- 
lies fall into this group, she says. 

The head of such a family is 
middle-aged, has an income of 
$5,000 or more, recently had or 


Smokers May Have 
Neurotic Tendencies, 
Buffalo Study Shows 


BurraLo, July 29—Cigaret 
smokers are emotionally different 
from non-smokers. 

They not only have more lung 
cancer, ulcers and heart disease— 
they also marry, move, change 
jobs and are hospitalized more 
frequently. 

These statements come from a 
statistical survey of 4,456 adults 
in Buffalo and Kenmore—an 
over-all sampling fraction of 1 in 
75. 

The survey was conducted un- 
der the direction of Dr. Abraham 
M. Lilienfeld, chief of the depart- 
ment of statistics and epidemio- 
logical research in Roswell Park 
Memorial Institute. It was par- 
tially financed by a grant from 
the National Cancer Institute. 


= From the total of those inter- 
viewed, two groups of 903 each} 
were selected—one of present| 
cigaret smokers, one of non-smok- 
ers. The groups were alike with 
regard to age, sex, race and social 
status. 

Questionnaires were compared 
for the two groups. In 16 of the 
31 questions asked the response 
of the smokers was “significantly 
different” from that of the non- 
smokers. In each case, Dr. Lilien- 
feld points out, the smokers’ re- 
sponses “were excessive in the 


tures: Eva Mueller 


expects a raise, owns his home 
and four major “traditional” 
appliances (range, refrigerator, 
washer and tv), believes it is a 
“good time to buy” and has 
friends who own new appliances 
and are enthusiastic about them. 


s Studies of ownership of electri- 
cal appliances reveal that some 
products are owned by one-fourth 
of the nation’s families, while oth- 
ers are owned by from 70% to 
90%. Practically none are in the 
middle range. Acceptance or re- 
jection by the “innovation-mind- 
ed” may account for the differ- 
ence, she maintains. These fami- 
lies do not “pioneer” the use of 
new products, but their eventual 
acceptance of them can make the 
appliance a success. 

Dr. Mueller’s findings are re- 
ported in the book “Consumer Be- 
havior: Research on Consumer 
Reactions,” edited by Lincoln H. 
White and published today by 
Harper Bros., New York. 


s She also reports that interest in 

new product features leads to in- 

creased buying of household 
(Continued on Page 50) 


OAKLEIGH R. FRENCH has retired as 
chairman of the board of French & 
Shields, St. Louis. He founded Oak- 
leigh R. French & Associates, pred- 
ecessor agency, in 1931. Mr. French 
and his wife will move to Sara- 
sota, Fla., where he will continue 
as managing director of the Na- 
tional Advertising Agency Net- 
work. 


(Continued on Page 74) 
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L. A. Publishers 
Ask Movie Men 
to Clean Up Ads 


Los ANGELES, July 29—Asserting 
that its members are “getting more 
and more complaints about the 
current theater advertising,” the 
Los Angeles Newspaper Publishers 
Assn. has sent out letters to 100 
movie studio executives, theaters, 
and independent film distributors, 
asking them to be their own cen- 
sor. The letter was signed by Ar- 
thur G. Pollock, chairman, for the 
group’s membership, which in- 
cludes the Examiner, Herald-Ex- 
press, Mirror-News and Times. 

The letter notes that the news- 
papers do not want to censor all 
theater copy. “This can easily be 
prevented if you will see that those 
responsible for your copy keep one 
thing in mind—young people of 
an impressionable age read these 
advertisements and more and more 
parents are rebelling against their 
children being exposed to some of 
the present theater copy.” 

Those receiving the letters in- 
cluded everyone known to be re- 
sponsible for preparing or placing 
theater advertising in Los Angeles 
newspapers. In the case of major 
studios, the letters went to New 
York offices where advertising is 
prepared. 


# Mr. Pollock told ApverRTISING 
AcE that Los Angeles newspapers 
have been concerned about theater 
advertising for some time. “We can 
always look for some complaints 
no matter what we do, but the vol- 
ume of complaints received from 
the public about such ads has con- 
tinued over a long period and is 
increasing. The matter can no long- 
er be ignored.” 

The letters follow a series of 
verbal cautions by Mr. Pollock to 
industry representatives over the 
past four months. In his conversa- 
tions, he has particularly stressed 
“sex and violence” as being spe- 
cifically objectionable in the man- 
ner they are used. This was fol- 
lowed six weeks ago by letters to 
20 of the principal sources of 
movie advertising. 

Mr. Pollock said there was but 
one response to these 20 letters. 
This respondent said his organiza- 
tion “would cooperate.” On the 
whole, he indicated, there was no 
noticeable change in ads as a re- 
sult of the verbal campaign. 

He noted that newspapers had 
actually taken action with respect 
to the “objectionable” title of a 
movie in recent weeks. This was 
the “Respectable Prostitute.” The 
newspapers agreed this title could 
not be used in advertising. An ad 
was accepted in which the title was 
shown as “censored” with the copy 
stating the actual name could be 


| learned by telephoning the theater 
|}in which it was showing. + 


| Corbett Advertising Bows 


Corbett Advertising Inc. has 
been formed with offices at 40 S. 
Third St., Columbus, O., by John 
W. Corbett Jr. Mr. Corbett, for- 
merly a vp of Maurice Mullay Inc., 
Columbus, is president of the new 
agency. Among clients of the agen- 
cy are WBNS-TV, Columbus, Di- 
amond Mills Products and Rose 
Development Corp. 


Time Reports Drop in Net 

Time Inc., New York, had net 
revenues (after all commissions 
and discounts on sales) of $124,- 
410,000 in the first half of 1958, 
as compared with $125,862,700 in 
1957. Net income for the first six 
months of ’58 was $5,340,000, com- 
pared with $7,351,300 (before an 
extraordinary capital gain) for the 
same period last year. 
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Golden Goddess 
Aims to Crack 


Cosmetic Market — 


New Company Schedules 
$1,300,000 in Ads 
for New ‘Prestige’ Line 


Cuicaco, July 30—A new com- 
pany here plans to challenge the 
huge cosmetics market with a 
new “prestige” line and the slo- 
gan, “The Sacred Secret of Beau- 
tiful Women.” 

Golden Goddess Inc. has sched- 
uled eight new products for a one- 
by-one introduction in major 
markets. The lead-off item—a 
hand cream ($3.50 for an 8 oz. 
jar)—will be promoted starting 
about Sept. 1. Following at five- 
week intervals will be a body lo- 
tion, line erasure, perfume, co- 
logne, lipstick, foundation cream 
and bath pumice stone. 

The hand cream has been test- 
ed—by demonstration and sam- 
pling—in California, New York 
and Kansas City areas, according 
to the company. No consumer ad- 
vertising has been used as yet 
Golden Goddess says. 


= Golden Goddess says it plans to 
spend $1,300,000 in advertising 
during the remainder of this year. 
Newspapers will be the primary 
medium, with trade papers and 
“prestige” women’s magazines 
also used. The campaigns will be 
“light on radio and tv.” 

Golden Goddess plans to launch 
its hand cream promotion “prac- 
tically simultaneously” in Kansas 
City, Chicago, New York, Boston, 
San Francisco, Los Angeles, Salt 
Lake City and Dallas-Ft. Worth. 
About $300,000 of its 1958 adver- 
tising budget is earmarked for the 
company’s home city—Chicago. 


= Harold H. Isbell, president of 
the new company, says he expects 
sales of $20,000,000 during the 
remainder of the year. 

Mr. Isbell is also a vp of L. V. 
Whitney Distributing Corp., Chi- 
cago merchandiser of appliances 
—particularly of packaged kitch- 
ens. 

Other top executives of Golden 
Goddess are Dodson G. Benedec, 
formerly of Beverly Hills, vp, and 
Robert L. Hallett, formerly of 
Pasadena, secretary-treasurer. 
Both were formerly consultants 
in the chemical field, according to 
Mr. Isbell, with Mr. Benedec’s 
forte being the technical side, Mr. 
Hallett’s the promotional. 

Burton Browne Advertising, 
Chicago, has been appointed to 
handle Golden Goddess Advertis- 
ing; N. Harry Smith Associates 
has been named to direct public 
relations. + 


Promotion Kits Ready 
for Newspaper Week 


CuicaGo, July 30—Newspaper 
Assn. Managers Inc. has begun dis- 
tribution of promotion kits for the 
19th annual observance of Nation- 
al Newspaper Week Oct. 1-8. 

The promotion packet contains 
promotional ideas, editorials, mews 
stories, radio-tv spots, emblem 
mats, speeches and other materials. 
Theme for this year is, “Your 
newspaper guards your freedoms.” 

Newspaper mat services will 
supplement the promotion kit ma- 
terial in October with special Na- 
tional Newspaper Week art and 
ideas for house ads. 

The Newspaper Assn. Managers 
Inc. is a national organization of 
state, regional and national press 
association managers. The kits are 
available from Arthur E. Strang, 


119 Gregory Hall, Urbana, Ill. + 


New GLAD brings 


soft-water smoothness 


tO YOUF SKIN recasse (sds ren 


lather gives any water the soft feel of rain water 


Creamy fer your complexion Deodorant for your bath 


New soft-water GLAD 


the one facial bar everyone Itkes to bathe with 


ELFIN—A rain-worshipper is featured in this delicately-colored half- 
page comics section ad introducing Armour & Co.’s Glad in Rock- 


ford, Ill. (AA, July 28). Foote, 


Cone & Belding is the agency. 


Small Retailers Can 
Sell via Credit Too, 
Hardware Men Told 


CuicaGo, July 30—Credit can be 
one of a retailer’s most effective 
winners of sales, but it must be 
sold the same way merchandise 
is sold—with constant advertising 
and promotion wherever possible. 

This advice was offered today 
to some 800 hardware retailers by 
Frank J. Ross, assistant general 
credit manager of Sears, Roebuck 
& Co. His talk was a feature of the 
59th annual congress of the Na- 
tional Retail Hardware Assn. 


s Small retailers err, he said, in 
thinking that “credit is big busi- 
ness” just because companies like 
Sears have outstanding credit bal- 
ances of several million dollars. 
It isn’t really so big, he said, when 
you stop to think that all that 
money is in many little credit 
(Continued on Page 30) 


Ex-’Times-Star’ 
Employes Schedule 
Jobs-Wanted Ads 


CINCINNATI, July 30—Former 


employes of the defunct Cincinnati 
Times-Star have formed an em- 
ployment-seeking group and are| 
placing ads in four trade publica- 


| tions and the Wall Street Journal. 


The Cincinnati-Times Star Em- 
ployment Council, operating out of 
Times-Star offices, has placed two- 
column jobs-wanted ads in ApvER- 
TISING AGE, Broadcasting, Editor &| 
Publisher and Printers’ Ink. Cost 
of the ads was paid for by the 
Cincinnati Publishing Co., former 
Times-Star publisher. 

Dickson Baldridge, former mem- 


ber of the paper’s national adver- 
tising department and founder of 
the employment council, said 
about 250 of the Times-Star’s 649 | 
ex—employes have registered with| 
the council. About 50 of them have} 
been placed permanently thus far, 
he said. 


s The council, a voluntary group 
headed by Joseph Dressman, for- 
mer assistant managing editor, | 
received cooperation from other 


media in Cincinnati in getting pub-| © 


licity and free advertising for the 
job-seeking employes. At most, | 
about 10% of the employes eventu- | 
ally will wind up on Cincinnati’s| 
other two dailies, the Post and the 
Enquirer, the council said. Both| 
are controlled by E. W. Scripps 
Co., which purchased the Times- 
Star last week (AA, July 28). 
Mr. Baldridge estimated that the 
council will be in existence for 
about two months. Then, he said, 
remaining work will be turned 
over to the Ohio state employment | 
agency, which is already lending) 
assistance to the group. + 


Pharmacy Income 
in ‘57 Hit New 
High, Lilly Finds 


INDIANAPOLIS, July 29—Dollar in- 
come of retail pharmacies was at a 
record high last year—12.3% above 
the 1956 figure—according to a 
survey by Eli Lilly & Co. 

The 26th annual “Lilly Digest,” 
a report on druggists’ finances, 
says that among 2,142 retail phar- 
macies it surveyed, the average of 
total sales for the year was $126,- 
466. Average net profit was $7,029, 
equaling 5.5% of sales. 

Only 11% of the pharmacies had 
sales of less than $50,000; ten years 
ago 35% of the pharmacies sur- 
veyed were under that figure. 27% 
of this year’s list had sales in ex- 
cess of $150,000, as compared with 
6% in 1947. 


s The report also contains a table 
of operating expenses for stores in 
ten dollar-volume categories. The 
table indicates that advertising 
takes a bigger chunk of the total 
income as the dollar volume in- 
creases. 


Here are the categories, with 


|per cent of income devoted to ad- 


vertising in parentheses: Sales un- 
der $30,000 (0.8% ) ; $30,000 to $50,- 
000 (1.0%); $50,000 to $75,000 
(1.0% ); $75,000 to $100,000 (1.2%); 
$100,000 to $125,000 (1.3% ); $125,- 


| 000 to $150,000 (1.2%); $150,000 to 
| $175,000 (1.3%); $175,000 to $200,- 


000 (1.5%); $200,000 to $300,000 

(1.5%), and over $300,000 (2.0%). 

In most categories the percentages 
(Continued on Page 70) 


The goodness of bread 


makes feast hs 
out of ~ ee 


DELECTABLE—TCF of Canada, maker 


of transparent cellulose film, 

launches a Canadian campaign in 

August to boost lagging bread sales. 

Included in the promotion will be 

color pages like this in Chatelaine. 

W. M. Nehring Advertising, Mont- 
real, is the agency. 


Print Ad Creative 
| 


Dial, Rolls-Royce, Fiat, 
El Al, Johnson’s Ads 
Rated Tops by Panel 


CuicaGco, July 29—A gloves-off 
open season on contemporary print 
ads was staged last Saturday at 
the windup of ApvERTISING AGE’s 
Summer Workshop on Creativity 
in Advertising (AA, July 28). 

Precious few ads_ spotlighted 
went unscathed. 
| On the firing line was a judging 
|panel of five top-flight admen— 
John P. Cunningham, president of 
Cunningham & Walsh; Andrew 
Armstrong, formerly art and cre- 
ative director of Leo Burnett Co. 
(now studying at the University 
of Chicago); Norton O’Meara, vp 
and copy supervisor of J. Walter 
Thompson Co., Chicago; William 
Tyler, vp and director of Benton & 
Bowles, and Panel Director Walter 
Weir, exec vp of Donahue & Coe. 


s Against the wall were 50 ads 
representing a wide variety of con- 


Blatnik Proposes 
Bill to Curb Cigaret 
Advertising Claims 


NEw York, July 29—Rep. John 
A. Blatnik (D., Minn.) is planning 
to introduce legislation to require 
cigaret companies to state, in their 
ads and on cigaret packs, the max- 
imum number of milligrams of tar 
and of nicotine in each cigaret. 

He would also prohibit use of 
the word “filter” by a cigaret com- 
pany unless its cigarets screen out 
40% of the tar and nicotine, result- 
ing in a product containing no 
more than 11 milligrams of tar. 


® Rep. Blatnik sets forth his legis- 
lative plans and his reasons for 
them in the August Harper’s Mag- 
azine. , 

In the article Rep. Blatnik com- 
plains of the many cigaret testing 
and warns the cigaret industry 
omnibus standard, the U. S. bureau 
of standards or Federal Trade 
Commission soon will. 

Also to be included in his bill, 
Rep. Blatnik says, will be a pro- 
gram “to educate school children 
on the cigaret-health problem.” 


would conduct the program under 
his plan. 


TOBACCO INSTITUTE 


RAPS BLATNIK PLAN 


| WASHINGTON, July 30—James P. 
|Richards, president and executive 
|director of the Tobacco Institute, 
said that Rep. John Blatnik’s pro- 
|posals for legislation of cigaret ads 
are “based on assumptions that are 


= | not supported by the facts, even as 


they were presented last summer 


. | before Mr. Blatnik’s own subcom- 


mittee. 
“Apparently he [Rep. Blatnik] 


‘lis willing to present legislation on 


|the basis of statistical reports that 
are admittedly not backed up by 
clinical and laboratory research,” 
Mr. Richards said. “Such punitive 
and restrictive legislation pro- 
posals overlook the wide differ- 
ences of scientific opinion regard- 
ing the anti-cigaret theories.” # 


Kemlite Names MacDonald 
Kemlite Corp., Joliet, Ill., man- 

|ufacturer of glass fiber reinforced 

| translucent plastic decorative pan- 


els and building materials, has ap- | 


pointed Arthur R. MacDonald Inc., 
Chicago, to handle its advertising. 


standards being referred to in ads | 


that if it doesn’t set up its own| 


The U. S. Publie Health Service | 
and U. S. Office of Education | 


3 


Quality, Color Use 


Flayed at AA Workshop on Creativity 


sumer print campaigns. Each of 
the panelists rated each ad by a 
number—10 for “superb, really 
outstanding”; 9-8 for “excellent, 
far above average”; 7-6 for “good, 
better than average”; 5 for “fair, 
about average’; 4-3 for “not quite 
up to snuff, a bit below average” 
and 2-1 for “really bad; I’d be 
ashamed to have turned it out.” 

Only five of the 50 ads won vir- 
tually unanimous top kudos from 
the panelists—ads for Dial soap, 
Rolls-Royce, the Fiat auto, John- 
son’s baby powder and El A| Israel 
Airlines. The Johnson’s ad, with 
an averaged score of 9-plus, was 
cited by Mr. Cunningham as “su- 
perb in every way,” by Mr. Tyler 
as “good both as product and cor- 
porate advertising.” The El Al ad, 
also averaging 9 plus, was unani- 
mously lauded for its imaginative- 
ness and the vigor of its appeal. 

As far as the panel was con- 
cerned, most (29) of the ads were 
in the “average” or “not quite up 
to snuff, a bit below average” cate- 
gories. 


s One of the ads, for the Dime 
Savings Bank of Brooklyn, was 
scored 9 by Mr. Cunningham and 8 
by Mr. Tyler—but was rated 1 by 
Mr. Armstrong and 2 by Mr. 
O’Meara (who said it looked to him 
like “five and dime” quality). 
Another broad opinion spread 
developed around a United Fruit 
Co. spread which Mr. Cunningham 
classified as “superb, really out- 
standing,” while Messrs. Tyler and 
Weir scored it as “really bad; I'd 
be ashamed to have turned it out.” 
One of the hardest-hit ads was 
a National Airlines page promot- 
ing a contest offering prizes. Its 
kindest critic was Mr. Cunning- 
ham, scoring it as 5, adding “I 
really don’t know why, though.” 
Mr. Armstrong called it “a mess” 
and Mr. O’Meara concurred—‘A 
mess”—and both scored it 1. Mr. 
(Continued on Page 71) 


William Hart 


Hart Resigns as 
ARF President 


New York, July 30—William A. 
Hart has resigned as president of 
the Advertising Research Founda- 
tion. 

Mr. Hart’s letter of resignation 
has been standing for several 
months. It has now been “regret- 
fully accepted,” Wallace H. Wul- 
feck of Wm. Esty Co., chairman of 
the ARF, announced today. 

Mr. Hart became president of 
the ARF in December, 1955, after 
31 years as advertising director of 
E. I. du Pont de Nemours & Co. 
Mr. Wulfeck pointed out that Mr. 
Hart had agreed to serve only two 
years. 

No successor has been selected 
yet. A special committee will be 
formed “to study the staff organ- 


|izational needs and make recom- 
| mendations,” ARF said, # 
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E. Dean Landis 
Named Compton VP 
for Middle West 


CuHicaco, Aug. 1—E. Dean Land-| 


is, formerly a senior vp of Keyes, 
Madden & Jones, Chicago, has 
been named vp of midwest opera- 
tions of Compton Advertising, ef- 
fective Monday. 

Mr. Landis will operate out of 
Chicago, and he said that much of 
his job will be directed towards 
new business activities. 

L. O. Holmberg, vp and man- 
ager of Compton's Chicago office, 
and R. F. Gomber, vp and manager 
of the Milwaukee office, will con- 
tinue in their posts and report to 
Mr. Landis. 

Commenting on the appoint- 
ment, Barton Cummings, Compton 
president, said, “Our aim is to 
provide a complete midwest serv- 
ice on a local as well as a national 
basis. The agency’s growth in the 
Midwest parallels that of the 


E. Dean Landis 


Lawrence Holmberg 


strides of midwest business in 
general; more and more attention 
is being turned to expansion in 
this area and we expect to con- 
tinue.” 

Mr. Landis was with Keyes, 
Madden & Jones for 3% years. Be- 
fore that he was an account super- 
visor of Fuller & Smith & Ross, 
Cleveland. He came to F&S&R 
from the Maytag Co., where he 
was sales promotion manager. + 


|Headen, Horrell Adds Three 
Headen, Horrell & Wentsel, suc- 


cessor to the Chicago office of| 
| Rogers & Smith, has been named | 
| to handle advertising for the Pop- 


| Mills Inc., Dixon, Ill.; Charles F.) 
|Clark Inc., Chicago, manufacturer 

jof golf and bowling equipment, | 
land Decatur Pump Co., Decatur, | 
} Ill. 


Cellomatic Sets Campaign 
The Scranton Cellomatic Bat-| 
tery Corp., Archbald, Pa., will 
launch a national campaign in 
newspapers, radio and tv. The 
campaign, which is slated for this 
summer, will begin with a trade 
campaign. Bauer & Tripp Inc., 
Philadelphia, is the agency. 


Thomson Joins M. N. Weir 

Leonard M. Thomson, formerly 
director of advertising and public 
relations of the Industrial National 
Bank of Detroit, has been ap- 
pointed director of advertising and 
pr of M. N. Weir & Sons, Pompano 
Beach, Fla., realtor. 


“We never 
advertise in a 
Seattle daily 
without using 
The Tacoma 
News Tribune, 
too”’ 


says BILL CASE, Manager, 
Seattle-Tacoma Branch of 


BLUE BELL POTATO CHIPS 


(distribution; Oregon, Washington, 


Idaho, Montana, California) 


“We’re close enough to the merchandising 
picture in the Puget Sound area to know that we must 
advertise in the Tacoma News Tribune on the 
same basis as we use the Seattle dailies. 

In our year-round advertising program in the Puget 
Sound area, we always include 
the Tacoma News Tribune.” 


TACOMA NEWS TRIBUNE 


Tacoma, Washington 


Represented by SAWYER-FERGUSON-WALKER COMPANY, Inc. 
NEW YORK ¢ CHICAGO ¢ PHILADELPHIA * DETROIT ¢ ATLANTA 
LOS ANGELES ¢ SAN FRANCISCO ¢ SEATTLE 


See 
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Highlights of This Week's Issue 


leye Popcorn division of Purity | Granda jury indicts Ford Motor Co., and | Franklin Institute, national correspond- 


Ford, Oidsmobiie and Chevrolet dealers 
in Washington for alleged conspiracy to 
prevent price advertising; indictment 
is seen as first of a series of similar 
grand jury probes to be conducted 
by the Justice Department in key 
cities 


Pfizer pulls out most of its account from 
the William Douglas McAdams Inc. 
shop, including 25 ethical drugs and 
“Spectrum,” the spectacular magazine- 
within-a-magazine ad which the agen- 
cy launched for the pharmaceutical 
company several years back ........ Page 1 


Texas-Oklahoma feud ends as Duncan 
Coffee Co., Houston, returns to Okla- 
homa media after complaining that an 
Oklahoma competitor had been getting 
lower local rates from the media..Page 1 


Advertising and promotional activities of 
food field suppliers are uncertain as 
appellate court reverses lower court 
dismissal of $3,000,000 anti-trust suit 
against three food companies, A&P and 
Woman's Day; but A&P and Woman's 
Day are held “not liable” 


“Clean up your advertising,” Los Angeles 
Newspaper Publishers Assn. asks 100 
movie studio executives, theaters, etc., 
saying that they have been getting 
more and more complaints about cur- 
rent theater advertising 


New household appliances are accepted 
as a conventional convenience if a key 
consumer group, which is “innovation 
minded,” accepts it, new University 
of Michigan study by Dr. Eva Mueller 
reveals 2 


Cigaret smokers are different from non- 
smokers, Buffalo survey shows. They 
have more lung cancer, ulcers and 
heart disease and marry, move, change 
jobs and are hospitalized more fre- 
quently, the study shows 


Underwood Corp. will offer $81,150 in 
eash scholarships as part of its adver- 
tising theme this fali, giving students 
a chance to win enough money for four 
years at college 


New cosmetics company—Golden Goddess 
Inc.—plans to introduce new ‘‘prestige” 
cosmetics line with $1,300,000 campaign 


during remainder of year, with the 
bulk of the budget going into news- 
RES SES Se ee Page 3 


Legislation to require cigaret companies 
to state in ads and on cigaret packs 
the maximum number of milligrams 
of tar and nicotine in each cigaret will 
be introduced by Rep. John A. Blatnik 
(D., Minn.) 


Income of retail pharmacies was at a 
record high last year—12.3% above the 
1956 figure—according to a survey by 
Eli Lilly & Co. in its 26th annual “Lilly 
Digest” Page 3 


Five top-flight admen shower kudos, 
brickbats on 50 ads at Advertising Age’s 
Summer Workshop on Creativity in 
Advertising; only six came out with vir- 
tually unanimous praise...............Page 3 


Former employes of the Cincinnati Times- 
Star form employment-seeking group, 
place ads in four trade publications 
and Wall Street Journal in effort to 
find jobs for members 


ence school, agrees not to publish ad- 
vertisements which the Federal Trade 
Commission says deceptively gave im- 
pression the school was connected with 
the federal government 


Kennedy-Ives bill, which would require 
disclosure of expenses for labor rela- 
tions by unions and employers, is 
headed for pigeonhole because language 
is too broad . Page 16 


h 4 at 


J. George J a pr man, is 
rumored to be slated for role as chair- 
man of a new board to regulate both 
Canadian Broadcasting Corp. and pri- 
vate radio and tv in Canada ........ Page 21 


Methods of doer-te-door subscription sell- 
ing have been “‘very much improved” 
in the past two years, the National 
Better Business Bureau says 


A sharp increase in the use of premium 
promotions this fall is predicted by 
Gordon C. Bowen, chairman of the 
Premium Advertising Assn. of Amer- 
ica Page 28 


Schick introduces its new Lady Schick 
Futura and its Powershave with 
eactus and balloon shaving demonstra- 
tions Page 34 


All 20 of the leading publicly owned food 
companies have broken all sales records 
for the eighth successive year, 
Topics reports 


Gimbel Bros. sells Radio Station WIP, 
Philadelphia, to a group headed by 
Benedict Gimbel Jr.. who has been 
president and general manager of the 
station for years 


Better Homes & Gardens adds two 
branches—one in St. Louis and one in 
Minneapolis—increases its rate base to 


4,600,000 Page 40 
Creative insight is the ‘indispensable, 
essential, decisive element in scientific 


marketing,” Walter Weir says ...Page 53 


Earnest young copywriters are offered 
some basic facts on the use of ty- 
pography 


Car buyers seek economic performance, 
bigness, NBC study finds ............ Page 67 


British cigaret maker, Rothman’s Ltd.'s 
world technical director, says definite 
link between lung cancer and smoking 
has been established ...................Page 74 
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PEREGO: Page 3| What They're Saying 


In a selective 
economic climate, 

a corporate advertising 
program tells 
management’s choicest 
audience: ‘‘Here is an 


sense for opportunities 
to build and grow.” 


NEW YORK 
50 Broadway 


tHICAGO 
711 W. Monroe St 


alert Company... with a keen 


BARR 


BOSTON 


388 Newbury St 


» CLEVELAND 
1010 Evehd Ave 


LOS ANGELES 
2999 W 6mm Sr 
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Better Homes & Gardens 
Idea Annuals 


offer advertisers the idea power of BH&G 


focused on any of 6 different areas of home interest 


Here’s selective advertising that goes to work immediately—and keeps right at it! Because the people 

who buy BH&G Idea Annuals study them like textbooks. And they welcome advertising that tells 

them what to buy to turn the ideas they find on every page into realities. 

\ Does your product belong in one or two—or in all six of these specialized books? Talk it over with 
\ your Better Homes and Gardens representative. You may find the discussion very profitable! 


CLOSES: OCTOBER 15, 1958 
ON SALE: DECEMBER 18, 1958 
RATE BASE: 225,000 


Page after page of exciting, practical ideas for building, remodeling 

or furnishing a kitchen to make it both functional and glamorous. An 
ideal way to reach people with an immediate interest in the innumerable 
products needed to achieve a modern kitchen—and to enjoy it in use. 


‘i W IK x" a 
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Eide Aly wim HOME 
i IMPROVEMENT 
IDEAS = sees | 


FL TAISHINGS 
IDEAS === 
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PMANLING AIR COWMITIONING ataiNG ft 


Closes: July 15, 1959 
On Sale: September 16, 1959 
Rate Base: 450,000 


Closes: June 13, 1959 
On Sale: August 19, 1959 
Rate Base: 165,000 


Closes: November 14, 1958 
On Sale: January 20, 1959 
Rate Base: 165,000 


Closes: December 12, 1958 
On Sale: February 19, 1959 
Rate Base: 135,000 


Closes: August 15, 1958 
On Sale: October 16, 1958 
Rate Base: 550,000 


MEREDITH OF DES MOINES... America’s biggest publisher of 
ideas for today’s living and tomorrow's plans 
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Britannica Denies FTC 
Charges of Misrepresentation 
Encyclopaedia Britannica, Chi-| 
cago, has denied Federal Trade! 
Commission charges of misrepre- | °48® 


senting that the encyclopaedia iS! Northcool Kools Tie in 


offered at a bargain price for a ‘ 
limited time only. Britannica as- | 08 Keep Kool’ Promotion 
serted that its agents and employes| As a special tie-in, A. Sagner’s 


are “painstakingly and repeatedly |Son, Frederick, Md., manufactur- 


cluding a complete sales presenta- 
tion, and any additional represen- 
tations the salesmen might make 
“are without Britannica’s knowl- 
consent or approval.” 


schooled” to follow a single and/er and licensor of men’s and boys’ | 


truthful form of sales presentation. | Northcool summer suits and slacks, | 


In answer to the FTC’s com-|soon will begin distributing sample | 
plaint issued last May 5, the book | packs of Kool cigarets. The idea, | 
publisher said its policy is to ex-| developed by William Sigmund, 
ercise “extraordinary diligence to | Northcool account director of Hen- 
comply with all provisions of the|ry J. Kaufman & Associates, 
Federal Trade Commission Act.”|Washington, was worked out in 
The company said its agents are|cooperation with Brown & Wil- 
furnished with truthful advertis-/|liamson Tobacco Corp. 
ing and promotional literature, in-| A special “exsert” was printed 


and inserted in each package, 
which read: “Keep Kool with 
Northcool, world’s first in wash ’n 


| wear suits and slacks for men and 
| boys.” 


WDAF Announces Promotions 

WDAF and WDAF-TV, Kansas 
City, have made a series of staff 
promotions in line with the expan- 
sion of the stations, which recently 
were acquired by National The- 
atres Inc., Kansas City. The ap- 
pointments are Jay Barrington, as- 
sistant to the general manager; 
E. Manne Russo, national sales 
manager; Jud Woods, director of 
promotion and research; Lyndell 
Mayberry, controller; Bob Worm- 
ington, tv program supervisor; 
George Moore, radio program man- 


jager; Walt Bodine, director of 
news; Jim Schmidt, chief engineer; 
Jim Necessary, local tv sales man- 
ager; Cliff Atkinson, local radio 
sales manager; and Bill Worming- | 
ton, tv production manager. 


Meat Journals Name Buck 

National Provisioner and Pur-| 
chasing Guide for the Meat In-| 
dustry, both of Chicago, have} 
named Edward M. Buck, St. Pet-| 
ersburg, Fla., southeastern adver 
tising representative. 


Crostield Names Beecher 
Crosfield Electronics Inc., Mine- 
ola, N.Y., specialist in electronics 
for the graphic arts industry, has 
jappointed Beecher Associates, Min- 
|eola, to handle its advertising. 


KRON is TV in SF 


Sau Franciscans ars sold on KRON-TY 


AVAILABLE 
Minutes or 


Full Sponsorship 
“DIAL 999” 
7:30-8 PM Tuesdays 


SAN FRANCISCO CHRONICLE + NBC AFFILIATE » CHANNEL 4 «+ PETERS, GRIFFIN, WOODWARD « 


= OL Phe ae 2 


WILLIAM KING JR. has been named vp 
in charge of West Coast operations 
of Kenyon & Eckhardt. He succeeds 
John Bricker, recently named exec 
vp of Outdoor Advertising Inc. 
(AA, July 28). Mr. King has been 
a vp and a director in K&E’s New 
York office. 


Franklin Institute 
Agrees to Stop Ads 
FTC Calls Deceptive 


ROCHESTER, N.Y., July 30—Two 
former partners of the 54-year-old 
Franklin Institute, national corre- 
spondence school, have agreed not 
to publish advertisements which 
the Federal Trade Commission had 
found deceptive. 

The FTC two years ago initiated 
a complaint alleging mainly that 
institute advertisements give the 
impression it is connected with the 
U.S. government and persons pur- 
chasing instruction would get gov- 
ernment jobs. 

The consent order, approved in 
Washington, named John L. Kee- 
nan, now director, and his brother 
Edward J. For lack of evidence 
the FTC dropped charges against 
Richard M. and Thomas A. Kee- 
nan, brothers and former partners. 


= The agreement approved by the 
commission was “for settlement 
purposes only and does not consti- 
tute an admission by the respond- 
ents (Edward J. and John L. Kee- 
nan) that they have violated the 
law,” the FTC said. 

John L. Keenan said of the or- 
der: “In its printed material the 
institute specifically stated it had 
no connection with the civil serv- 
ice of the U.S. government.” 

Two principal things led to the 
FTC charges, Mr. Keenan said: 
One was oral mistatements by the 
institute sales force. “To correct 
this, I have disbanded the entire 
sales force,” he said. Another 
fault was “lack of clarity in some 
ads. But these ads were confined 
to a small portion of classified ad- 
vertising matter and had nothing 
to do with the large bulk of display 
advertising the institute placed,” 
Mr. Keenan asserted. + 


GOA 6 Months’ Net Dips 

General Outdoor Advertising 
Co., Chicago, has reported operat- 
ing revenue for the six months 
ended June 30, 1958, totaled $19,- 
741,577, and net income was $1,- 
103,185. Operating revenue for the 
first six months of 1957 totaled 
$17,559,622, and net income for the 
same period was $1,361,634. Burr 
Robbins, president, in a report to 
stockholders, said the increases in 
operating revenues are due in part 
to the inclusion of Claude Neon 
General Advertising Ltd., acquired 
in July, 1957, in this year’s figures. 
He said it appears that the rate 
of decline in the net income for 
the first six months “has leveled 
off.” 


READY! o's "em racers 
up te Jan. 1, "58 
BLUE BOOK BUS. PAPER ADVERTISERS 
Timely! Trend-indicative I! 
3-year space check. All "55-6-7. 
Over 1,000 pages of data. 
10,000 reconstructed ad schedules. 
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Advertising men are seeing media in a new light as a result of the 
revolutionary Politz study of Ad Page Exposure. 


It is the most fully validated audience measure, either print or 

broadcast. And it is the first magazine measure of the ad page itself. 

: It does not assume issue audience or editorial traffic 

is the same as advertisement audience. On the con- 

trary, it documents the market for your individual 
advertising page. 


With Ad Page Exposure, the Post now proves how many times 
your advertising page comes face to face with spending prospects. 
Total number of contacts: more than 29,000,000 in the average issue. 
The people: Post-Influentials, leaders on every spending level, whose 
word-of-mouth advertising multiplies your sales force by millions. 


Who gives 
your bright ideas 
the best chance 
to shine? 


The Saturday Evening 


POST 


.-. with more than 
29,000,000 
proved 
reader exposures 
to your ad page! 


How does this stack up against a TV commercia!? Compare cost per 
million exposures. In the Post it’s $900.* For the average one-minute 
commercial on the Top Ten TV programs you pay 54% more. 


Now you know why more and more advertisers are turning, Post 
haste, to the medium where bright ideas get a real chance to shine! 


*Post cost based on readers 15 years of age and older to equate with TV audience figures 


Sell the 


POST FWFINFLUENTIALS 
-they tell the others! 


The Saturday Evening 


POS 


A CURTIS MAGAZINE 


Averaging over 5,700,000 copies weekly in 1958! 


2 : i a SS dee hve , ith a, 3 
aE Qo ot eae emeieea balan to a rat, i tay a Ses 
he Cs A ale le oe oy ae. 


oo Opi 2) 9) ly, oy ‘ 2 s : St. 3 C ASieree ge 5 e's a ee, SAE 4 ig ee , ae eh: ss ye Se ee eS 6 oe, ee i 
=" jf ; es - : OE ar ae Be (Sea ie ster Wee ; he = 7 ot : eg 145 PB oe “ae = = [ a ee aoe re” Pari 7 ‘helps E s , . * ' BSG “od See 
Bee Fue Ps | eter ; 5 7) , 3 . ‘ 2 " -t % g *. ’ . 4 aie Sie 
ikea aa hi cine at ge 
| : : 

| i“ wa . 7 . Na 
: x 
at Ne i 
: e ' 4 . 
_ 1 oe a 
«5, 4 * : # am 
Ps a a a 
| = : ie 93 INS 
Ad “ ae Set Be ns Li 
as - j ~ F ; ee ‘ 
% es 2 ee os 
aa SG ail , 4 = eo as 3 
3 a we. Gt . Fd fe# e" 
= eS “ Be ak me 
i | ro dein Mead 
is Fe, o $2 4 <a ee. 
: | — garceey, paid o 
g 7 oe el 
% 2 . ot “ 4 a 
oe - s s 2 ae 
: ae ae 
: | ; eae 
He ti ’ * Re : 
we 1 ie _ cs 
rae -- 7 \ rs ae ps es 
ae Sie ae 
o . -_ ee. 
ee — a. 
Bee on ~ es Bes ate = 
ia a : ete. 
- * oe > gue Bie et 
a ’ ¥ ¢ Prk a oes 
re ‘ [= 
aes \ ae aii 
rose 4 
as. eu ee Hh 
3 si \ Bs 7 bess 
: - pe 
nis ‘ “4 | a Salis ee 
ee r I; \ Read ei 
; “— ais ee 
ia f} _* x m ae 
: / 2 hae wae 
ee . ' q “=a, 5 igen = 
ee i | | a 
‘Sa . 7 we a : a f 
‘ae 4 od A " eh as ges =a . 
Big «:) f , J sf BOs. 0 3 a \ oe \ Lo aa 
2 ‘ og > iia oo \ " ae 
= 4 ; : a te cage ae 6 cs ti ‘ Ee ; -~ . Y - ie ae 
oe F ae ad ei. x ’ . Pi a ; f 
ms a ee Ss i; ai (J j A565, \ ' eee 
4 Ys < 3 > Cae ig a Cee ae <= ee z ‘ f ? 5, Sane t oat rn 
ay . ~~ eae CHa Se a ie iene » ° Bai 
i ~~ oe  “ % ‘ {* Sa g Feca 
Be ¥ ph aS AES hg a aaa, i 4 i, i ; ™ sin OO) ay, a eee — 
a & - 2 cos asta 3 6. os ~ . ‘ Ne tag Sa a P eS ee 
oy Dee re ee re WUE. 2 * a »e : he i tia Suen esha RE oR i 
= Ne Ce eee ore + Tei _ ae one in * * : 4 BO be ee eee, ane ve He eae ey eee 
a: : : Bete ats ww ae . : a ae be 5 east a si a hae — mt m “a 5 
= : m od ? we pa he oe a ha ‘a ee ee - a‘: a = Be = ‘i Re ; ; 4 ; x i | 
: : : | 2 —— Eas a one eel oa 
set ~~, ~ i te = ‘ ee SRB Re i i nN a hee ae. ara 
= : te es he i “ea ade a = ier) 2 i Sega pote W, 
se ~~ ' at . “oe wih ey Rei sis eae ae . ae aie re wae 3 2 : , 
a a eg ot ee ll ei or 
ates ee eee eee a a ; 
: — _ ot ks 5k aaa ; ae aie 
© Ee ee 4% ‘a . 
o 7 “ “ais, RS ace ; ce i 
° a es 5, a 28 
Begs | a 
ihe ——— ~ + is om ’ 
ee ig | | % 
ee f aie ee 
| Bs aed 
’ wee Vite ie 
eae ene 
| \ Fite: oes 
ae } z 
| : a 4 2 
; ; i 
| q < ai ‘s “4 
, iia er 
. aie as nee coe 
aa, me Seaton 
— a : . 
? i : 
—_ ae 
| _ ee 
é — =— oe vy 
| — - Beem os peers Po ales aa 
. oad Sa Saas | 
q a _— “e Ota it 
te Fo ene Wey 
, oe 
sy 
i ig 
| z eee 
we ae eerie 
ee ake 
| gt pete: 
| ¢ eA 
a 7 
: — | 
a = ; 
; 
; | 
' ~ e | 
| a te sie Solis 
——_—_—_—_——— Pay cha head 
wa Cini, -s 
Mo de te ahd 
ee Eogha. Suetne bs 
Ane eae 
CPR ie 
. , 
‘ ee OER ee ee | a 
in 4 oud fe aeeetene Pa, oor Ee ae Seema Eien CoN eae Bead pene ree ' " ‘ 
mk ae ioe) eerie fe a ey 7 ia 
nln ye 
3 Ree pian ee ae; - 
e tat tale sity Per ee Er uy sets hee Reet ay i aH a me ae 
Tt Se Oe oath Bil: Vegetation ey Se RE YORE ae ee ela aes eer ate eee ae, Pees: oe ae 


8 
Plan $1,000,000 Promotion 


Diners’ Club, Esquire Club to Merge 
as American Express Enters Field 


New Yorx, Aug. 1—The Din- 
ers’ Club will merge with the Es- 
quire Club this fall, forming a 
new giant charge-it club to com- 
pete with the American Express 
Co.’s International Credit Card 
announced in June (AA, June 30). 

Current Esquire Club members 
will automatically become Diners’ 
Club members Oct. 1. In addition, 
Diners’ Club will institute work- 
ing agreements with many of the 
Esquire services not already a 
part of the Diners’ Club plan. 

Membership lists were not the 
only considerations in the merger, 
however. The two companies also 
set up a joint promotion program 
“involving $1,000,000 in advertis- 
ing and direct mail exchanges and 
in other merchandising plans.” 


® This means that Diners’ Club 
and Esquire Inc. will exchange 
mailing lists so that 
can promote its magazines— 
Esquire, Coronet and Gentleman's 
Quarterly—to Diners’ Club mem- 
bers. In turn, Diners’ Club will 
be able to promote its facilities 
to subscribers of the Esquire Inc. 
books. 


Also, the Diners’ Club will re-| 
sume “heavy” advertising in the | 


Esquire | 


| Esquire Inc. publications—media 
which Diners’ Club has not used 
since the Esquire Club was set up 
jin late 1955. Advertising will be- 
|gin late this fall, handled by the 
Diners’ Club agency, Cole, Fischer 
& Rogow. 


s Esquire Club now has about 
100,000 members; Diners’ Club 
has 680,000. Probably there will 
be about a 20% duplication of 
names on the two lists, so Diners’ 
Club will gain around 80,000 new 
members. As for services, the Es- 
quire Club has 6,000 while the 
Diners’ Club has 17,000 establish- 
ments around the world where 
members can sign for their sup- 
pers, flowers, auto rentals, liquor 
and other gifts. 

The merger was precipitated 
by the announcement that the 
|American Express with its world- 
wide setup was entering the 
|eredit card field. Up till then, the 
Esquire Club was second only to 
the Diners’ Club in the business, 
but the arrival of the new com- 
petitor with its vast resources au-| 
tomatically made the Esquire 
Club No. 3 in a field where there 
really wasn’t room for three suc- 
cessful competitors. + 


House Group O.K.s 
Bill Designed to Give 
FCC Ethics Code 


WaAsHINGTON, July 29—A House 
subcommittee has approved a new 
bill directing the Federal Com- 
munications Commission to adopt 
within six months a strict code of 
ethics governing conduct not only 
of FCC members and employes 
but also business men with cases 
before FCC. 

The bill favored by the House 
subcommittee on legislative over- 
sight and sent to the full House 
commerce committee stems from 
the subcommittee’s recent investi- 
gation of FCC, which was high- 
lighted by the forced resignation 
of Commissioner Richard A. Mack. 


s Chairman Oren Harris, who 
heads both the subcommittee and 
its parent group, said the legis- 
lation is needed “to promote ad- 
herence to high moral and ethical 
standards in all phases of the com- 


mission’s activities.” 

In addition to requiring FCC to 
adopt regulations prescribing 
standards of conduct, the bill 
would forbid acceptance by FCC 


members of compensation for 
speeches given before industry 
groups, give the President the 


power to remove an FCC member 
from office for “neglect of duty 
or malfeasance in office,” and ban 
secret contacts between petitioners 
and FCC members. 

The latter provision would re- 
quire that all ex parte meetings 
between FCC members and out- 
siders on cases under adjudication 
be described on the public record, 
so a competing applicant would 
have access to the information. 

This would apply even to con- 
gressmen, although Rep. Harris 
said that legislators would still be 
free to inquire of the status of 
FCC cases. It will be recalled that 
former Commissioner Mack testi- 
fied that he had secret meetings 
with applicants for tv Channel 10 
in Miami, although he denied he 


was influenced by these contacts.# 


Studebaker-Packard Seeks Diversification, 
Negotiates to Get Sonnabend on Its Board 


SoutnH Benp, July 31—Stude- 
baker-Packard Corp., a _ red-ink 
operation since it was formed in 
1954, is headed toward diversifica- 
tion. 

Harold E. Churchill, president, 
said yesterday he was negotiating 
with A. M. Sonnabend, Boston fi- 
nancier, to become a member of 
the board of directors of the auto 
company and lead the diversifica- 
tion move. 

Up to now S-P’s avowed means 
of getting into the black had 
centered around a new small car 
it will bring out this fall. The 
company now has a less than 1% 
share of the auto market. 


® Into what new fields diversifica- 
tion will take the company is not 
known. Mr. Sonnabend, president 
of Hotel Corp. of America, said he 
would be interested in companies 
“both in the hard goods and soft 
goods fields.” He said he would 
prefer merging “with several small 
companies rather than one large 
company,” and added he was 


“primarily interested in stable 
companies with net profits around 
$1,000,000 a year.” 


® If negotiations do go through, it 
is reported Mr. Sonnabend will re- 
ceive stock options from Stude- 
baker-Packard. 

S-P is also involved in refinan- 
cing, as its management agreement 
with Curtiss-Wright Corp. appears 
to be headed for an abrupt end. As 
a result, D’Arcy Advertising Co. 
is ready to take over some or all 
of the S-P account, replacing the 
agency that Curtiss-Wright put in 
—Burke Dowling Adams (AA, 
July 28). 

Mr. Sonnabend would be in fa- 
miliar surroundings if he moved 
into the financially hard-pressed 
auto company. He _ reorganized 
Consolidated Retail Stores, an ap- 
parel chain, which was in bank- 
|ruptcy last year; he took over 
|Botany Mills and brought it into 
the black; and he merged a money- 
losing restaurant chain into his 
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lease Aug. 14 and Aug. 28—in a new “Michigan Means Business” 
campaign sponsored by the Michigan Press Assn. and the Michigan 
Economic Development Department. More than 250 Michigan news- 
papers are expected to contribute upwards of $250,000 in space over 
the next year, MEDD says. The ads, each dealing with a single idea, 


were prepared by MacManus, John & Adams, Bloomfield Hills. 


ABC Snags Reynolds as Alternate on Disney 


Show in Tug of War with CBS for Sponsor 


New York, July 31—The tv 
network news this week was 
highlighted by a tug of war over 
Reynolds Metals Co.’s 
between ABC and CBS and the 
sale of three NBC shows to Bulova 
Watch Co. on a short term basis. 

Victor in the competition for 
Reynolds Metals’ support was 
ABC, which sold the company an 
alternate hour on the new Walt 
Disney Wednesday night show. 
CBS has been pitching hard to get 
this advertiser as the first co- 
sponsor of its new hour western, 
“Raw Hide.” Mr. Disney’s “Dis- 
neyland,” which has been slump- 
ing in the ratings, will be replaced 
this fall by “Walt Disney Pre- 
sents,” an adult slanted series, 
emphasizing westerns and action 
dramas rather than cartoons. 


@ Reynolds already carries an al- 
ternate half-hour of the Disney 
period, so the 1958-59 contract 
represents an expansion for ABC. 
The metal maker also signed as 
co-backer, with Miller Brewing 
Co., of ABC’s Saturday afternoon 
“All-Star Golf.” This 26-week se- 
ries starts in the fall. There is still 
an alternate half-hour of Disney 
available. 

ABC is not revealing how it 
swung the Reynolds deal or what 
concessions—if any—were made 
by the network. The first factor 
weighing in ABC’s favor un- 
doubtedly was one of cost; on a 
rate card basis, an ABC half-hour 
costs about $10,000 less than a 
comparable CBS half-hour. 

But aside from that, this is a 
tough selling year and many ad- 
vertisers—particularly those who 
are doing their tv shopping late— 
are in a mood to bargain hard for 
the best possible prices. 


s Still another Hollywood film 
series, Warner Bros.’ “77 Sunset 
Strip,” has been sold to three 
backers for fall presentation. The 
show kicks off Oct. 3, with Ameri- 
can Chicle Co., Carter Products 
and Whitehall Labs as sponsors. 

Otherwise attention at ABC 
this week was focused primarily 
on daytime, which was enjoying a 
flurry of sales activity. Shulton 
Inc., the co-sponsor of the “Donna 
Reed Show,” with Campbell Soup, 
signed for daytime segments, as 
did General Mills, Sunshine Bis- 
cuit Co. and Lever Bros. 

Officials report that the “opera- 
tion daybreak” plan shows, devel- 
oped in collaboration with Young 
& Rubicam, are now about three- 
fourths sold for fall. 


s At CBS the best piece of news 
came from Pittsburgh, with Pitts- 
burgh Plate Glass Co. announcing 
its entry into network nighttime 
tv as an alternate sponsor of Gar- 


hotel organization in 1954. # 


ry Moore’s nighttime variety hour. 


business | 


This program is now SRO. 

M. J. Batenburg, director of in- 
formation services for the maker 
of glass, paint, chemicals, etc., 
said the daytime Mr. Moore had 
sold Pittsburgh Plate Glass on 
buying the nighttime Mr. Moore. 


= Meanwhile, CBS continues its 
efforts to clear away product con- 
flict roadblocks and to liberalize 
its exchange commercial policy. 
The latest move in this direction 
permits the scheduling of ex- 
change or minor commercials for 
alternate sponsors within sustain- 
ing programming in some cases. 

This revision was designed 
principally to accommodate day- 
time sponsors who may not want 
to exchange commercials with a 
co-sponsor they consider incom- 
patible. In cases “where mutually 
agreeable arrangements cannot be 
made between co-sponsors,” mi- 
nor or exchange commercials may 
be carried in a sustaining segment 
of the show, if available. 


® This problem has sometimes 
arisen with daytime advertisers 
who don’t want to exchange com- 
mercials with a toilet paper, for 
example. Other times the reasons 
why one advertiser doesn’t want 
to be associated with another are 
not quite so obvious; last season a 
cosmetics company and a cigaret 
company did a good deal of bick- 
ering before they got a commer- 
cial exchange worked out. 

The incompatibility impasse 
also has occasionally arisen on a 
multi-sponsored nighttime show 
such as “Playhouse 90.” Here too, 
if a portion is going sustaining, an 
exchange commercial may be 
shifted into that segment if two 
alternate sponsors prefer not to be 
associated with each other. 


® Bulova Watch Co. helped to 
make it an upbeat week at NBC 
by signing as a short term co- 
sponsor for three programs. This 
pre-Christmas schedule _ starts 
Sept. 25 and runs through Dec. 22. 

The company will co-sponsor 
Ed Wynn with Liggett & Myers; 
“M Squad” with American Tobac- 
co, and “Dragnet” with a still to 
be found alternate. 

The way seems to have been 
cleared for Lorillard to move the 
“$64,000 Challenge” from CBS to 
fill a Thursday night spot on 
NBC. On Monday night on the 
same network Lorillard will re- 
vive the “Arthur Murray Party.” 
At press time the alternate week 
on this half-hour was still open. 

Another revival coming up on 
NBC is “County Fair,” a former 
radio hit, that goes into the Mon- 
day through Friday 4:30 p.m., 
EST, period starting Sept. 22. 
First sponsor signed: Lever Bros. 
for two segments a week. # 


Advertising Age, August 4, 1958 


J. H. Whitney 
Buys ‘Parade’ 
From Field 


(Continued from Page 1) 
ried 512 pages of advertising in 
the January-through-July period 
this year, a gain of 6.2% over the 
482 pages carried in the same pe- 
riod last year. 


s Transfer of Parade, which cur- 
rently claims 26.1% of all adver- 
tising carried in the Sunday sup- 
plement field (which includes 
This Week Magazine, The Ameri- 
can Weekly and Family Weekly), 
will take place in September. The 
purchase includes a rotogravure 
plant in Philadelphia. 

Mr. Whitney, who is now in 
England, issued a statement say- 
ing he was buying the supplement 
“because I admire the great prog- 
ress it has made and am con- 
vinced of its continued future 
growth.” 

Marshall Field Jr., president of 
Field Enterprises and publisher of 
the Chicago Sun-Times, said the 
sale of Parade, which will contin- 
ue to appear in the Sunday edi- 
tion of that newspaper, “continues 
our policy, announced in 1957 
[when Pocket Books was sold], of 
concentrating and expanding the 
assets and activities of Field En- 
terprises in Chicago and the Mid- 
west.” 


® According to Mr. Whitney, Pa- 
rade’s present management, head- 
ed by Arthur H. (Red) Motley, 
president and publisher, will be 
unchanged. He said Mr. Motley 
had agreed to a new long term 
contract and that the latter would 
have “full responsibility for the 
direction of the publication.” 

Mr. Motley added that adver- 
tising, editorial and distribution 
policies would remain unchanged. 
The supplement appears’ with 
Sunday issues of 59 newspapers 
throughout the U.S. The newspa- 
pers were said to have a combined 
circulation of 8,359,901. 

A spokesman at Parade indicat- 
ed that Mr. Whitney’s purchase of 
the supplement, and his invest- 
ment in the Herald Tribune did 
not mean that Parade would dis- 
place This Week Magazine in that 
newspaper’s Sunday edition. The 
Parade spokesman said_ there 
would be no change in the supple- 
ment’s newspaper lineup as a re- 
sult of the sale. 

Mr. Whitney, whose investment 
in the Herald Tribune last fall 
was estimated to have run from 
$1,000,000 to $2,500,000, said own- 
ership of Parade would rest with 
Plymouth Rock Publications, 
which he owns. Mr. Whitney also 
founded J. H. Whitney & Co., 
which owns four tv and two radio 
stations. In May, 1957, the com- 
pany set up the Corinthian Broad- 
casting Corp. to coordinate the 
management policies of its broad- 
casting properties. Principals in 
Corinthian, it was announced at 
the time, would be three Whitney 
partners: Walter N. Thayer, 
chairman; C. Wrede Petersmeyer, 
president; and Robert F. Bryan, 
secretary-treasurer. All the Whit- 
ney-owned stations were CBS af- 
filiates. 

Parade’s claim of 26.1% of the 
advertising going into the supple- 
ment field puts it second to This 
Week Magazine, which _ gets 
30.4%, and ahead of The Ameri- 
can Weekly, 23.4%, and Family 
Weekly, 20.1%. # 


Agency Changes Name 
Associated Ad Service, New 
| York, has changed its name to 
| Lipman Advertising Co. Principals 
and address of the company re- 


main the same. 
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outdoor 
Says everything 
you have 
to sell! 


é 


POSITIVELY 
PREVENTS SUNBURN 


(or your money back) 


) 


. SPs 
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{ Outdoor Advertising 


Poster designed by Foote, Cone & Belding 


“We like the flexibility of outdoor advertising. We are able to 
concentrate advertising effort in vacation and resort areas. Moreover, 
we can vary the intensity as we want —using poster panels in smaller 
resort areas and painted bulletins or spectaculars on the biggest 
beaches. We have expanded our outdoor showings each year 

for the past several years and we feel sure the medium works for us. 
Sales results have been most gratifying.” 


President, Rolley, Inc., Manufacturers of 
Sea & Ski Suntan Cream, says: 


8 out of 10 people remember OUTDOOR Advertising !* 


Standardized Outdoor Advertising, 24 and 30-sheet Posters-and Painted Bulletins. O . 6 


OUTDOOR ADVERTISING INCORPORATED 


NATIONAL SALES REPRESENTATIVE OF THE OUTDOOR MEDIUM 


60 EAST 42ND STREET, NEW YORK 17, NEW YORK - ATLANTA - BOSTON - CHICAGO - DALLAS - DETROIT - HOUSTON - LOS ANGELES - PHILADELPHIA - ST. LOUIS - SAN FRANCISCO - SEATTLE 
*Urban Poster Readers—Starch Continuing Study of Outdoor Advertising 
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You’re looking over the shoulders of some of the 100,000 Minneapolis 
Shoppers and sports enthusiasts who witnessed 40 famous sports stars 
perform at the great Southdale Shopping Center last June 23-June 28. 
(Below, the indoor mall, only one of its kind in the U. S.) Nearly 60 Southdale 
retailers and service operations tied-in with SPORTS ILLUSTRATED and its 
advertisers. A handful of the hundreds of tie-ins are shown at the right. 
Personal appearances on radio and TV by the stars—innumerable luncheons 
at Minneapolis’ leading service clubs — thousands of lines of newspaper 
advertising—to quote one merchant, “the biggest and best thing we have 
ever done!” Another in the crowd of sales successes that major United 
States shopping centers are chalking up to the credit of America’s fastest 
growing, hardest selling magazine. 
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SPORTS ILLUS TRAPED 


SAMSONITE OLD SPICE 


WARNER'S 


“The SPORTS ILLUSTRATED promotion was just fabulous. One of the very “An unqualified success. Especially effective as a public relations device, but 
best weeks of business we've had since we’ve been at Southdale.” we also enjoyed a very satisfactory increase in our sales volume.” 
—Katharine Harrington, Sourupate MaNacer, Peck & Peck —Leonard Engstrom, Manacer, Rep OWL, SOUTHDALE 


“I have already made my report to our regional office on the success of this “Definitely the biggest thing we’ve ever tried at Southdale, and we’ve staged 
promotion. Our fountain business alone was 31% ahead for the week of some pretty elaborate promotions. Successful not only in terms of crowd, but 
June 23-28.” also through the tremendous publicity.” 

—Ronald E. Craig, SourHpaLe MANAGER, WA GREEN Daruc Co. —Stan Frederickson, SoutHDALE MANAGER, JUSTER BRos. 
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COLGATE NORELCO COTY COOPER'S 


“Festival an unqualified success. Customer reaction excellent and resources “Measured up to all expectations and more. The large crowds increased cus- 
tell us merchandise display tie-ins of real value. More important, sales volume tomer traffic immensely, which was reflected in a very pleasant gain in sales 
showed sizeable increase.” —H.C. Richardson, Director or SALes, DONALDSON’s volume.” —J. Martell Rud, Pusicrry MANAGER, SOUTHDALE CENTER, INC. 


“When we toted up the week’s sales, we found that we more than doubled “T got the impression that the Sports Festival gave people a good feeling about 
our sales for the same week last year, and that week was not a bad one. What Southdale. And we enjoyed an increase comparable to an additional day of 
else can we say but ‘terrific!’ ” business during the week of June 23-28.” 

— Warren Anderson, MANAGER, BRowN PHOTO COMPANY, SOUTHDALE —Bob Snyder, SourHDALE MANAGER, EDINA Liquors 
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The Editorial Viewpoint . . . 


The Creative Seminar 


On Saturday, July 26, at 4:15 in the afternoon, the first annual 
ADVERTISING Ace Summer Workshop on Creativity in Advertising 
came to a close, after three days of jam-packed sessions covering 
both print and broadcast advertising. 

The first Summer Workshop, frankly labeled an experiment, was 
clearly a success. It had attracted a capacity participation of 350 
advertising men and women from advertising agencies, from com- 
panies which advertise, and from advertising media. They came from 
all over the United States and Canada—from as far away as Van- 
couver, B. C., Miami, Fla., Portland, Me., and San Diego, Cal. They 
came from 28 states and Canadian provinces, from big agencies and 
small, from all kinds of companies. 

The Workshop was a success, and undoubtedly it will be repeated 
next year. The schedule of meetings and demonstrations went on 
from 9 o’clock every morning until 10 o’clock or later at night. There 
was no entertainment, no attempt at convention relief, no effort to 
allow time for outside activities. In many respects, the three days 
devoted to the Workshop were among the hardest days’ work the 
participants have put in all year. 

The significant thing is that, generally, they loved it. There is, 
clearly, a real hunger in the advertising business for more discussion 
of creative advertising problems—for more serious consideration of 
the business which advertising people are engaged in. 

The 350 participants in the Summer Workshop were about as far 
removed from the conventional picture of advertising people as 
martini-guzzling, cynical parasites on the economic and social scene 
as it is possible to be. They were sober, serious, eager for knowledge, 
impatient of anything that smacked of mere entertainment or rhetoric. 
They were there for a serious purpose, dealing with a serious busi- 
ness—and any one of you would have been proud of them and their 
attitude toward that business. 

As one participant said in his post-evaluation of the meeting: 

“The first annual Workshop should be publicized loud and clear. 
A terrific seminar and a great inspiration—maybe there’s some way 
to get the heart of it down through the ranks of the advertising 
business for all to enjoy and benefit from.” 

To the 28 members of the all-star “faculty” who participated in 
the sessions, to the dedicated people in radio, television, printed ad- 
vertising and others who gathered material from far and wide and 
put together practical demonstrations of real value, ADVERTISING AGE 
extends its grateful thanks; to Dr. Steuart Henderson Britt, who co- 
directed the entire Workshop, and to Jack Baxter and Walter Weir, 
who supervised, respectively, the broadcast and the print sessions 
of the program, ApvEeRTISING AGE extends special thanks and com- 
mendation for a magnificent job and a valuable contribution to the 
advertising business. 


A Debt to the Townsends 


Last week our Feature Section carried an interesting account of 
the rise and fall of the Townsend brothers, two gentlemen whose 
peregrinations in the middle °30s had the advertising business on 
its collective ear in a fashion seldom if ever equalled, before or since. 

The Townsend brothers had a 27-point secret program for pre- 
evaluating advertising—for determining in advance whether a par- 
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—Otte Whitaker, Houck & Co., Roanoke, Va. 


“He was headed for the top at Reader’s Digest—and then it leaked 
out he’s a two-packs-a-day man.” 


ticular advertisement was good or bad. The whole 27 points could 
have easily been printed on a single page, and were; yet this simple 
check list was for several years one of the world’s most closely 
guarded secrets and one of the world’s most profitable collections 
of words. Advertisers and agencies were paying a substantial per 
cent of their advertising billings for the privilege of having Messrs. 
Townsend check their copy against the 27 points on this fabulous 
list. 

Will Townsend, the leader of the brother team, never made any 
bones about the list being less than black magic. He said, candidly, 
that there was nothing new on the list—it was simply the distilled 
essence of common sense things everyone knew, but most people 
forgot to remember. 

The Townsend 27 points probably partook largely of the quality 
of wildcat oil stock. But the business owes the Townsend brothers 
and their 27 points a sincere vote of gratitude nevertheless. Because 
the Townsend 27 points served as a focal point around which the 
advertising research business grew and assumed stature. 

The Townsends reminded everyone, during the depression, that 
there was extremely little known about the performance of ads, and 
very little about judging their performance in advance. Largely as 
a result of the furor they caused, there is a good deal more known 
about advertising evaluation now than there was 20 years ago—al- 
though one must admit that the sum total of knowledge in this area 
still leaves a great deal to be desired. 


What They're Saying... 


should certain kinds of knowledge | consumer. 
be applied in manipulating the 


jen petitors. He has no use for so- 
Within the framework of adver-j| called subliminal advertising or 


tising, we were asked, “How far| other trickery for influencing the 


consumer?” All of us objected to 
the word “manipulating.” We felt 
that the word should be “affect- 
ing.” 

Regarding the so-called “hidden 
persuaders,” this is so much hog- 
wash. It simply is not good busi- 
ness to try to be sinister. Every ad- 
vertiser of any importance is out 
in the open in his advertising and 
sales promotion efforts. He wants 
people to know exactly what he is 
trying to sell. He simply tries to 
say this more effectively and more 
repetitively than any of his com- 


—Dr. Steuart H. Britt, professor of 
marketing at Northwestern University, 
before “Arden House Conference on 
— of the Consumer,” June 14, 


Gray Flannel Wears Well 

It’s all to the good when we 
needle the men in the gray flannel 
suits about some of their antics, 
but the fact remains that they and 
their ideas have contributed im- 
measurably to the achievement of 
our present high standard of liv- 
ing. 


—From an editorial in the Republican, 
Waterbury, Conn. 
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Rough Proofs 


Then there was the little boy 
who was taken to a concert by his 
mother. When the orchestra played 
the overture to “William Tell” he 
looked around and asked, “Where’s 
the Lone Ranger?” 


“How do you talk to a kid?” 
asks Leo Burnett. 

That’s a question a lot of frus- 
trated moms and dads have been 
trying to find the answer to for 
years. 

© 


If difference of opinion is what 


| makes horse races, then the situa- 


tion among the advertising re- 
searchers with reference to moti- 
vation studies should develop into 
quite an exciting drive down the 
stretch. 

e 


Daily newspapers are indispens- 
able to readers and advertisers, 
but with newsprint prices where 
they are, sometimes an owner finds 
that he has an expensive luxury 
he can no longer afford. 


The Civil Aeronautics Board has 
told the airlines that they can no 
longer trade rides for free plugs 
on network quiz programs, but 
thus far no one has said an unkind 
word about hotel due-bills. 


Aviation Week tells all about 
lunar probes which “will precede 
man in our race to the moon,” but 
doesn’t indicate whether the man 
who makes the race will be de- 
nominated a lunatic. 


“How skilfully the marketer and 
his agency listen to the people is 
as important as how well they 
talk to them,” says McCann-Erick- 
son. 

A little back talk from the right 
people can be highly illuminating. 


The CBS network suggests that 
radio only reaches people on the 
road, and illustrates the point with 
a picture of a first-class, bumper- 
to-bumper traffic jam. 

Those folks are not only on the 
road, but may have to stay there. 


An agency looking for an agri- 
cultural artist explains that he 
“must know and draw livestock 
and poultry accurately.” 

Probably should be a winner in 
the Hoard’s Dairyman cow-judg- 
ing contest. 

e 


Save is the name of the new bi- 
monthly which plans to tell con- 
sumers all about the contests, cou- 
pons, special deals and other price 
cuts offered by advertisers. 

Sounds like the first real threat 
to the discount houses. 


Gebbie Press refers to “house 
organs” in describing its “House 
Magazine Directory,” probably not 
realizing that their editors would 
prefer not to be identified as or- 
gan grinders. 

o 


A lot of people are worried sick 
about the Middle East situation, 
and then there are a lot of others 
who are equally worried over the 
batting slump of Willie Mays. 
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FOOD FOR THOUGHT, as well as all the 
other aspects of living, helps readers to a good 
day’s start in The Inquirer. Books in serial form 
take a high place. Included in the scores of 
famous titles published recently are: ‘‘Woman’s 
Guide to Better Living,’ ‘On the Beach,” 
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“Lilly Dache’s Glamor Book.” Day after day 
these volumes win high reader interest; under- 
score the Inquirer’s purpose: to inform, to 
entertain, to inspire readers. Out of this purpose 
has grown a deep reader loyalty of immediate 
benefit to advertisers. 
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3] h of the heads 
of £/é- Magazine 


households surveyed : 


In this classification, THE ELKS 
MAGAZINE is far ahead of all other 
magazines surveyed. 


are officials or : appearing in the Report. No wonder 
. . Elks are rated tops in car ownership 
proprietors of . in ownership of most other items 
business . included in the Starch Survey. 
. You can sell this market of 
: 1,204,000 Elks through advertising 
MAGAZINE . in THE ELKS MAGAZINE. 
New York Los Angeles : 
Portiand, Ore. Chicago nie 2 6: Bee) Cis os 6 a8 e 6 


Elks median income is $6,636—a figure 
surpassed by only three other magazines 


and 


NOW...MORE THAN EVER 


SOLID 


Just ask your 


+r MOLONEY, REGAN & SCHMITT 


Representative 
for the facts 


< 


ee SS 


Advertising Age, August 4, 1958 


Getting Personal 


July babies . . . Marietta II, 7-pounder plus—to Tony Marcin, 
manager of information division, Chicago Tribune, and his wife 
Marietta; first edition, copyright July 21. . . Lezlie Anne Sawyer, 
who arrived July 23, has a career ahead. She’s the first child of 
James H. Sawyer, assistant radio-tv production manager of Camp- 
bell-Mithun, Chicago, and his wife, Judy, former radio-tv producer 
at Powell-Schoenbrod & Hall. The baby is the first grandchild of 
Jacob H. Sawyer, vp of Sawyer-Ferguson-Walker, newspaper rep- 
resentative. . . 

It’s a boy for Bill Maloney, account exec at Clinton E. Frank Inc., 
Chicago. The baby, named Russell Miller, was born July 22—a 
chubby companion for five-year-old Melanie. . . July 23 was the 
birthday of Kevin Lee, new baby at the home of J. Nat Tucker, 
film director and assistant program director at WBTV, Charlotte, 
BG cs 

At Leo Burnett Co., Chicago, it’s a girl, Judy Marilyn, for Eric 
Stigler of the copy department. She’s the Stiglers’ third child, sec- 
ond daughter... 


THE WINNER—Ray Prochnow, vp and Los Angeles manager of Glenn 
Advertising Agency, second from right, is visited by a delegation 
from KBIG, Catalina, and informed he has won a Hawaiian vaca- 
tion for himself and wife as first prize winner in the station’s “Mys- 
tery Sound” contest for Southern California agencies. De Laine 
Helms placed the traditional leis on the surprised winner as KBIG 
vps, Cliff Gill and Bob McAndrews, look on. A total of 21 agency 
men and women identified the sound as a stock market ticker, with 
Mr. Prochnow’s entry being first in order of postmark. The runner- 
ups were given awards and consolation prizes. 


To catch up with June arrivals: a 7 lb., 1l-oz. girl named Liza 
was born June 28 to William H. Van Pelt Jr., ad representative at 
Westinghouse Corp., Pittsburgh. The newcomer has a brother, Billy, 
16 months old. . . Mel Boldt, who heads the Chicago industrial de- 
sign firm, Mel Boldt & Associates, was named one of 1958’s top 
designers by the Industrial Designers’ Institute, and a week later was 
given a special design award—a son, William Charles Boldt—fifth 
child of Mel and his wife Bette. . . 

Trevor H. Evans, president, Pacific National Advertising Agency, 
Seattle, has been appointed for a second year as pr chairman of the 
United Good Neighbors drive. He has been a member of UGN’s pr 
committee for three years. . . 

Alvin Epstein, president, Alvin Epstein Advertising, Washington, 
D.C., is on an extended trip to Denmark and other Scandinavian 
countries. . . 

A. P. DeWolf, president, A. P. DeWolf Co., Philadelphia, was in- 
stalled as Lieutenant Governor, Zone 1, District 2, Optimist Inter- 
national, July 13, in Hershey, Pa... 

H. J. Grinsfelder, executive head of Gimbels of Philadelphia, 
has been elected to the board of trustees of the Albert Einstein 
Medical Center. . . 

Harold S. LeDuc, of the pr department of Gray & Rogers, Phil- 
adelphia, has been elected to the board of trustees of Beaver Col- 
lege for a three-year term. . . 

Harlan C. Judd, of Wilson, Haight, Welch & Grover, Hartford- 
New York agency, maintains occasional interest in the performing 
arts; he recently concluded a two-week acting stint as principal 
player in “Janus,” a comedy at Oval-in-the-Grove Playhouse, Farm- 
ington, Conn. A former president and board member of New 
Britain, Conn., Repertory Theater, he has played major roles in 
several of the latter organization’s attractions. . . 

George F. Drake, creative vp at Erwin Wasey, Ruthrauff & Ryan, 
Chicago, commutes, while his wife, Alice, runs their Painted Post 
Ranch in the foothills of the Colorado Rockies, near Fort Collins. 
They have a modern guest ranch with a main lodge and cabins of- 
fering all the comforts of home. . . 

Robert Dorsey, advertising and sales promotion manager at the 
General Electric Co.’s Plainville, Conn., plant, has been elect- 
ed treasurer of the Harvard Business School Club of Hartford. . . 

Mac Dane, vp of Doyle Dane Bernbach, is chairman of the 1958 
New York University seminar on advertising agency management. 
Now in its ninth year, the seminar gets under way Oct. 15 and runs 
for six consecutive weeks. On the planning committee are John 
Cairns, president of Anderson & Cairns; Allen Tuck, comptroller 
of Reach, McClinton & Co.; George Farrand, treasurer of Young & 
Rubicam; Florence Ficke, exec director of Periodical Publishers’ 
Assn.; Clayton Huff, assistant treasurer of BBDO; Fred Wittner, 
president of Fred Wittner Advertising; and S. M. Weiss, president, 
and Alvin Kaplan, senior vp, both of Lewin, Williams & Saylor... 
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In the nation’s capital 
The Washington Post and Times Herald 
provides a higher percentage 
of family coverage than 
is available in any of the 
other top ten U. S. markets 


...and more coverage than the other 


two Washington papers combined.* 


*Publication Research Service survey shows: Post TH 65%, Star 45%, News 25%. Star-News less duplication 63%. Represented by 
Sawyer, Ferguson, Walker Co.—New York, Chicago, Detroit, Atlanta, Philadelphia, San Francisco, Los Angeles; Joshua B. Powers, Ltd.—London, England; 
Senor G. Enriquez Simoni—Mexico City, Mexico; Allin Associates—Toronto and Montreal, Canada; The Hal Winter Co., Florida Hotel and Resort adv. rep.— 
Miami Beach, Florida; Tom McGill, New England Hotel and Resort adv. rep. —West Roxbury, Massachusetts; Lou Robbins, New York and New Jersey Hote! 


and Resort adv. rep.—1 265 Broadway, N. Y., N. Y.: Puck the Comic Weekly ; Robert S. Farley—Financial Representative in New York. 
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More than 300 agencies have paid 
$190* for copies of this unique book 
because... 


it helps get 
new accounts 


“Solicitation 


and 


Presentation 
Techniques” 


A publication of 
The Advertising Workshop, Inc. 


EDITORS: 


THOMAS ERWIN 
KENNETH GROESBECK 
JAMES D. WOOLF 


*Price $200, less $10 if paid within 10 days. | 


A gold-mine of new business case-history experience— 
including: actual presentations; sales letters and other 
materials; which have paid off best for agencies of all types. 


“Solicitation and Presentation 
Techniques” gives you in practical 
usable form the most successful 
agency new business selling tools; 
ideas; sales letters; actual pres- 
entations; and promotion ma- 
terials; which have helped win 
important new accounts for agen- 


cies large and small. 


It puts at your finger tips, not 
theories and opinions, but FACTS 
—the methods, techniques, and 
selling tools successfully used by 
the champion agency “business 
getters” of the past 30 years. 


In convenient loose-leaf form in a 
leatherette binder (10%” x 11”, 
weight 7% lbs.—more than 500 
pages). For ease of reference, 
each subject is covered in separate 
Bulletins. Additional new mate- 
rial is furnished, in two install- 
ments during the year, at no 
extra cost. 
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| FREE THREE-DAY EXAMINATION. MAIL COUPON! 


(Offer limited to recognized U. 8S. and Canadian agencies. 
Others, remit with order Full refund, if book is returned 
in good condition at end of three-day examination period.) 
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THE ADVERTISING WORKSHOP, INC. 
117 W. Harrison Street, Chicago 5, Illinois 


WHAT LEADING AGENCY EXECUTIVES SAY: 


COMPTON ADVERTISING, INC., 
NEW YORK 

“Any agency engaging in consistent 
and energetic new business work will 


find SOLICITATION AND PRESEN- 
TATION TECHNIQUES worth its 
price several times over.” 
—J. D. Holbrook, Chairman 
* * * 
MacMANUS, JOHN & ADAMS, INC., 
LOS ANGELES 
“We are delighted with its contents 
and feel it will be of tremendous val- 
ue to every member of our organiza- 
tion.” 
—Robert Guggenheim, Vice President- 
anager 
> . . 
GEOFFREY WADE ADVERTISING, 
CHICAGO 
“Of immense value to any agency 
that wants to grow. This book be- 
longs in every agency president's of- 


fice.”’ 
Wade II, President 


THE CRAMER- KRASSELT co., 
M ILWAUKEE 
“Your manual is practical, factual, 
sensible and usable . . . can be put to 
immediate use by any alert, experi- 
enced advertising agency. 
alter Seiler, 
. * . 
IRA RUBEL AND COMPANY, 
CHICAGO 
“The basic principles which govern 
the success or failure of an agency's 
new business work .. . are fully 
analyzed and demonstrated by success- 
ful examples. I cannot imagine any 
agency that would not profit to some 
substantial degree from using this 


manual.” 
—Ira Rubel 


—A. & 


President 


LEO BURNETT COMPANY, INC., 
CHICAGO 
“It compresses into 500 pages know!l- 
edge, experience, and the basic princi- 
ples for success in securing new ac- 
counts which most agency executives 
do not acquire in a lifetime." 

—James Yates, Vice President 

> * * 


NEW ¥ 6 cats INC., 
“A masterly job of organizing all the 
fundamentals . . . I am sure we will 
derive many times the price of our 
subscription from application of these 
principles.” 

—S. M. Ballard, President 


. 8. KIRKLAND ADVERTISING, 
CHIC AGO 

“Solicitation and Presentation Tech- 
niques is truly remarkable. We 
adapted one letter from Section Three 
and got a 32% response.” 
W. 8S. Kirkland, President 


H. B. HUMPHREY, ALLEY & 
RICHARDS, INC., NEW YORK 
“It’s the first treatment of new busi- 
ness that makes sense. Not a cliche 


in the carton, and you can quote me.” 
—Paul Field, Vice President 
* * . 


ALLIED MEDIA, INC., 
MONTEREY, CALIFORNIA 
“Received an enthusiastic welcome by 
every member of this agency. Our 
employees have set up a weekly forum 
using ‘Series One’ as their authorita- 
tive reference. How could you chal- 
lenge this kind of endorsement?” 
—H. F. Dormody, General Manager 


CO See 
If after 3-day examination you decide not to purchase— 
just write “CANCEL” on our invoice and return book in 
good condition and you will owe us nothing. 


EGF icenitennies 


If I keep this book, 
$200 within 30 days. 


(Sign) 


as oe eee 


I accept your FREE 3-DAY EXAMINATION offer. 
(Please print—or type) 
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I agree to remit $190 within 10 days—or 
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Advertising Age, August 4, 1958 


This Week in Washington ... 


By Stanley E. Cohen 
Washington Editor 


WAsHINGTON, July 31—The Ken- 
nedy-Ives “Labor-Management 
Reporting and Disclosure Act of 
1958,” which has stirred up some 
‘excitement among advertising peo- 
ple, seems to be headed for a House 
\labor committee pigeonhole. 

Several weeks ago, on momen- 
tum generated by scandals turned 
up by the McCellan investigating 
‘committee, this bill requiring dis- | 
iclosure of expenditures by unions | 
‘and management for labor rela- 
| tions purposes sailed through the 
Now 88-0. 


Now, spokesmen for a number of 
| business groups are saying that the 
|language is too broad. They fear 
'that ordinary institutional adver- | 
| tising by employers may be regard- 
ed as “labor relations,” subject to 
|the reporting requirements of the 
‘act. As they see it, the more the 
employer has to report the more 
‘ammunition union leaders will 
| have to use against them. 

The House labor committee al-| 
|ready has indicated it prefers a 
|much more carefully drafted bill | 
|by Rep. Ludwig Teller (D., N.Y.),) 
centered solely on honest handling | 
|of welfare funds. It has reported | 
'the Teller bill and it is not likely 
| to get around to acting on the much 
broader Kennedy-Ives measure. 


Edwin A. Riley, 


2¢ Fee Is chief of the Post 
Old Hat Office division of 
postal services, 
‘says “In Washington” two weeks 


|ago missed the main point of the 
joo business reply legislation 


which recently cleared Congress. | 


| : , : 
|Contrary to the impression given 


here, this bill does not change the | 


fee for ordinary business reply 
|cards, since the fee has been the 
| regular first class rate plus 2¢ for 
| several years. It does, however, of- 
| ficially authorize for the first time 
the 
opes and materials on a postage 
due basis, at regular postage plus 
5¢. 


handling of odd-size envel-| 


Labor Relations Bill's Language Too 
Broad, Some Say; May Be Put Aside 


In the past, some postmasters 
have handled odd-size items on a 
postage due basis (for a 2¢ fee) 
informally, while others have re- 
fused, Mr. Riley reports. So a soap 
company located in Cincinnati, for 
example, got a service that was 
not available to a competitor lo- 
| cated in New York. Now the odd- 
| size business reply service will be 
| available to all. 

He also protested the implica- 
| tion that the Post Office Depart- 
ment hoped that the fee for busi- 
|ness reply purposes would be 
subject to revision by action of the 
Postmaster General if postal han- 
dling costs increased. “We asked 
for the 2¢ fee on cards and let- 
ters,” he says. “The House post of- 
| fice committee substituted a pro- 
vision giving us authority to change 
the fee from time to time. When the 
Senate committee insisted on peg- 
ging the fee at 2¢ and 5¢, we were 
perfectly satisfied.” 

O.K., Ed? 


The anti-trust 
| Sports Bill Ripper Bill, giv- 
|Slows in Senateing organized 

profession- 
al sports leagues complete freedom 
to do as they please about broad- 
cast rights and player contracts, 
| has run into serious trouble in the 
Senate. 

The organized sports lobby had 
little trouble stampeding the House 
into approval of a bill which gives 
complete anti-trust immunity to 
anything the leagues want to do 
|in these fields. But the more the 
Senate judiciary committee probes 
|into the activities of the profes- 
sional sports groups, the more it 
| feels that House members were 
jacting without looking very deep- 
ly into ‘the implications of what 
they were doing. 

In fact, one of the leaders who 
helped whip the sports bill through 
the House recently went before 
the Senate judiciary committee to 
suggest that the bill be toned down. 
Rep. Kenneth Keating (R., N.Y.) 
said he did not realize the exemp- 
tion opened the way to cross-trad- 


712 FEDERAL STREET 


SPREADING THE NEWS 


SINCE 1922 


REVERE PHOTOENGRAVING CO. 
WAbash 2-8816 
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New Yorker readers make things happen. Of the 761 men listed as 
President or Chairman of the Board, or both, of the 500 largest U.S, 


Industrial Corporations, 242 (31.8%) are New Yorker* subscribers. 
| P 42 (31-0 | 


*A national magazine that sells the people other people follow. 


NEW YORKER 


New York, Chicago, San Franvisco, Lo: Angeles, Adania, London 
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ing so that all sports could be kept 
off the air whenever any profes- 
sional team in any of the four ex- 
empt sports was playing. He sug- 
gested a more limited anti-trust 
exemption on broadcast agree- 
ments. But his testimony simply 
prompted senators to dig deeper, 
to find out if there are other im- 
plications in the bill which House 
members overlooked in their en- 
thusiasm. 


Uncle Sam’s busy 
U.S. Offers employes were on 
Marketing Datadeck this week 

with a variety of 
interesting marketing information 
for some lucky industry groups. 
If you are in the travel business, 
for example, you will certainly 
want to see “Seasonal Patterns of 
U.S. Travel Abroad” just published 
by Commerce Department’s bureau 
of foreign commerce. Food proces- | 
sors will find some provocative 
reading in Agriculture Depart- 
ment’s “Canned Cooked Rice—the 
Market Potential for a New Food 
Product.” And if you are in the 
business of selling fish or meat, 
you will be interested in the $57,- 
000 contract which the Interior De- 
partment just made with Crossley, 
S-D Surveys Inc., New York, for 
a study of frozen processed fish 
and shellfish consumption in insti- 
tutions and public eating places in 
10 selected cities. 

Commerce Department’s travel 
report (54 pages, 20¢ from Com- 
merce Department field offices) 
covers timing, length of stay, rea- 
sons for travel, type of transporta- 
tion and home states of travelers. 
It points up seasonal characteris- 
tics, and gives special attention to 
pre-paid tours. 

Agriculture Department’s study 
of instant canned rice (Marketing 
Report 249, free from office of in- 
formation, Department of Agricul- 
ture) traces the sales of 8,000 cans 
in a 19-week test in Fresno, Cal. 
The test included telephone follow- 
ups with housewives to determine 
how many liked canned instant 
rice, and how they felt about rec- 
ipes and cooking instructions 
printed on the label. 

Interior Department’s forthcom- 
ing fish report probes “mass feed- 
ing” institutions in Atlanta, Chica- 
go, Cleveland, Denver, Houston, 
Los Angeles, New York, Omaha, 
Portland, Ore., and Springfield, 
Mass. It is to be completed in 10 
months. 


4 J THIS | 


COFFEE SMELLS GOOD!” — 


WGN-TV commercials get results 
because WGN-TV programming | 
keeps folks watching. For proof, 
let our specialists fill you in on 
some WGN-TV case histories and 
discuss your sales problems. 


Put "GEE" in your Chicago sales with 


WGN-TV > 


Channel 9—Chicago 


Avocado grow- 
ers of the world, 


Ripe Market 
Uncovered 


determine the kinds of foods that 
consumers buy—and why—showed 


arise. According | that if homemakers could have 


to the Department of Agriculture, | 


you have been hiding your light 
under a basket. Only a fourth of 
the citizens covered in the depart- 
ment’s recent poll showing home- 
makers’ opinion of fruits said they 
use avocados, and a great many 
said they never heard of them. 
The study, which is part of a 
series the department is doing to 


only one fruit or juice for a month, 
a majority would choose oranges. 
The survey, covering citrus, avo- 
cados, dates and raisins, involved 
interviews with a sample of 2,572 
persons, and produced results 
showing preferences by urban-ru- 
ral, by income, and by family size, 
age and educational level. “Home- 
makers Appraise Citrus Products, 


Avocados, Dates and Raisins’ is 
Market Research Report No. 243, 
free from the office of information, 
Department of Agriculture, Wash- 
ington 25. + 


Allesee to T-P Laboratories 


Richard W. Allesee, formerly an 
instructor with Indiana University 
and an instructor of retail adver- 
tising programs throughout the 
state of Indiana, has joined T-P 
Laboratories Inc., La Porte, Ind., as 
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director of sales and promotion. 
The company manufactures ortho- 
dontic products. 


Wilson, Harolds Club Part 

Thomas C. Wilson Advertising, 
Reno, has resigned the advertising 
account of Harolds Club, Reno, 
after 12 years of servicing the ac- 
count. The agency started many 
projects for the club, including its 
western theme, historical advertis- 
ing and outdoor program. 


The conductor will probably miss him, but he’s on board. 
Because, unseen to you, in every train, plane or car rides 
the vast experience of those responsible for Metalwork- 
ing production—the engineers and executives who con- 


trol this giant $130 billion industry. - - 


While these varied means of transportation seem quite 
different to the layman, the industrial salesman sees them 


as different parts of a single major market. 


The men who supervise and control production of auto- 
mobiles, aircraft and railway equipment are all members 
of the same industrial “family”. Joined together by com- 
mon problems, techniques and interest in making things 
of metal, production men are key figures in Metalworking. 


American Machinist is published expressly for these men. 
Production is our readers’ business—and supplying infor- 
mation about it is ours. That’s why more production men 
subscribe to American Machinist than any other Metal- 


working publication. 


Advertising in American Machinist is an investment that 
makes profitable good sense. Production men are decisive 
in the specifying or recommending of equipment and sup- 
plies to be used in Metalworking plants. Thus reaching 


and selling them is a #1 sales objective. 


Because American Machinist reaches—and influences— 
the men who harness the power of Metalworking, it’s the 
most direct-line advertising/selling medium to America’s 


biggest single manufacturing operation. 


Where it’s made of metal... they're reading 


@ American 
Machinis 


McGRAW-HILL MAGAZINE OF METALWORKING PRODUCTION 


330 West 42nd Street, New York 36, N. Y. 
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Three Join Ad League 


Kameny Associates and Henry 
Bach Associates, both New York, 
and Hameroff Advertising, Co- 
lumbus, have been elected to 
membership in the League of Ad- 
vertising Agencies, New York. 


Hawkes Named Retail A.M. 
Richard H. Hawkes, formerly 
coordinator of special advertising 
events and sections for the Inde- 
pendent and Star-News, Pasadena, 


Cal., has been named retail ad 
manager for the newspapers. 


Edler Joins W. E. Barber 

Walter E. Barber Co., magazine 
publishers’ representative, has ap- 
pointed Charles M. Edler, formerly 
of Everywoman’s Magazine, to its 
New York sales staff. 


Wolfson Named ‘Diner’ A.M. 


Lawrence Wolfson, formerly 
with the New York Post, has been 


named advertising manager of|Assn. of Southeast Michigan. 


ners’ Club Magazine, New York. 
paseste: ~ Feeney Joins ‘Geographic’ 
Mann-Ellis Joins Four A’s Joseph T. Feeney, formerly with 
Mann-Ellis Inc., 65 E. 55th St... O’Mara & Ormsbee, has joined 
New York, has been named to|the eastern sales staff of National 
membership in the American Assn. | Geographic Magazine, New York. 


of Advertising Agencies. ; 
Morford Gets ‘Charm’ Post 
Renault Dealers to Powell Street & Smith Publications, 


Powell Advertising, Detroit, has| New York, has appointed Gordon 
been appointed to handle adver-| Morford of its staff to the new post 


tising for the Renault Dealers | of advertising director of Charm. 


Young & Rubicam Expands 
Detroit Creative Statt 

Young & Rubicam, Detroit, has 
expanded its creative staff with 
the appointment of Jerome G. Dar- 
row, formerly associate copy di- 
rector of Y&R, New York, exec- 
utive copy director and James P. 
Elliott Jr., formerly art supervisor, 


Jerome Darrow 


James Elliott Jr. 


Y&R, New York, executive art 
supervisor. 

Appointed to serve under Mr. 
Darrow and Mr. Elliott are Da- 
vid B. Fullerton, copy supervisor; 
| John F. Gahagen, copywriter, and 
W. J. Stadnik, Charles R. Mader 
and Gene E. Roncka, art directors. 


en GET 
FARM SALES 
ACTION 


IN THE 


_ UNIT STATES 
OF AMERICA 


To the advertisers who act 
NOW in organizing fast, 
hard-hitting campaigns will 
go the big volume of farm 
market sales being made in 
the Unit States of America, 
Farm income is uP, another 
bumper crop is in the 
making. 

It’s entirely practical to 
get your campaign rolling 
within weeks through Unit 
Farm Papers’ short closing 
dates ... local flexibility ... 
complete and deep market 
penetration. Tell us you 
want ACTION. You'll get it, 


‘MIDWEST 
UNIT 
| Faun Popo 


Nebraska Farmer * Prairie Farmer 
The Farmer * Wallaces’ Farmer & 
lowa Homestead 
_ Wisconsin Agriculturist & Farmer 
ADDRESS: Midwest Farm Paper Unit. 
Sales offices at: 35 E. Wacker Drive, 
Chicago 1... 250 Park Ave., New York 


17... 110 Sutter St., San Francisco... 
159 S. Vermont Ave., Los Angeles 4. 


7 ats ps a a ee ; ae : ei i zs = ‘ + ae Rte ae z ees us i ote ME pec ae 9 
: ee ee ri ae ae 2 ss E ey fee ene } j tages Ve sea oe Ae ee) ae ee aes = ee in ead 
nets op = ee g on ted = oa i et — = 8 4 ¢ D 7 er , amb “ 7 zoe ye ah - ie ry : P 4 i a 
— . ? . + 8 B ° -* ’ e,1 ch : aia 
19 miei 
a 
. 
, i | 
ee ) 
po | 
ae ee . oe) 
a j ee 
~ ee ; P at 
So a ‘ Ce at 
She. * her 
ee 3 fags 
BG | 2 ree a 
a | Pr) : eee 
eos ee —— —— one piigiinapiieentts om - ia 
BS | * . ¥ Pere fe 
rs ei ae 
| rae ce um 
Shy | 4 ° ne eee, 
: | pure, hs 
* * | ae 
irs coeeate 
sod A f sa 
tare nog 
BES: a ean 
pr . ene 
Seamed ee al 
Be a Gi 
cig ifh.c aly 
oA by 
e “3 
re er) 
: al ey 
Shea ag 
Pee Gane 
‘ et oF 
me ee. 
ec a | acuisinsinasnmmanotansiasthiipienniiiieaspeisiahiteaniaiiamsansianaiicinaissiceititaliaedamiiiie aac a 
a . ae 
Li nt te ae A ar 5 
- t | ek yy: 
ae insta 
‘cl ieee 
ties P) | ae 
ee - b ]€ wes 
; ae 
vai oe viS Sa 
cae 
a 5 la a 
mm) che nm a 
bere ee 
. i 5 See 
ee x 
Sains i a 
' ee 
ae nate 
bea | i 
Gone ee: 
Beis . . 
ater 
i %& : 
ine | Rab 5 
neat ce 
aie ea: : 
aes a oe i 
-_ | e 
Els pet 
— . ee 
cee —— oe ely 
er ermine’: Ree 
"Sse +: a2 en ra. pera aoe oe i 
qi pec 2 eh cage ) sarge ve 
Tes DT aoa se DSR GE SRR IT: ; : he 
me = as ayes: Z eer * Ra ie zt 
Be: Pe ea Se ths, few? N oa 
ee | OS ee ee / » ‘ sage 
: j eae si 3 es nth j 
RS y i % ge Bi 
; ’ he : ‘“ \ Mad 
ae 
.. ti — OR oy 5ghG a = 4 ey oe 
AK. ed mi b | ui ela 
vee 4 eri is 
Liou a rf - Be % 
aoe % , ¢ ~ See y " Er, 4 eo i eed 
bait = f ‘ Soe 7” eo palais e } : 
Be —" a SG a 
f . ae e ce aol , | oe 
Es i em : Pe 0 | K 
=o a > ‘ iia : | 
Be ‘ e ; 4 
z eo eee my a 4 
ed ia j a 4 } pete, 
hee te ng J ai - Lowa 
ae : | ee 
“ f i : XK me. 3 4 | aad 
4 F ae, ee 
4 /— . s EN EE SS ON erie | P23 
F; eae: a _ iE ee ee i aaa ¢ ve 3 
% | , ~ - te ae See et eee ae hy) = fi . ue ae ro 
=, os * 7 Wrre: The: =" P meet Peek? ARAN Ene. ‘pl en 
z 4 iz E ed ead ia Bia Ne i ae | 
: ere ee c “ a ote 
— ewer 2 ea ae oF AMERICA ee 
e = 2 es a Weekes ka ea OES ine ab I por} ae 
Paar cai ie ER Mile al alle es Nepean Ye km Y <= oe 
ENT ES Te ay eyed Po a at OM *. 
Pa OO aay ti i UMAR Gk OM cae i ae ve Soy ” aie 
: Rig ae ey ee SM gL OR ee ORT ee ce ene ve - Se 
ae ee oe eee J 2 3 fen aes sae fh ft 
te 4 i A =i se tiie athe 5 ae 
. ; Pr a Kg A on Sk? aes ie of aos 
“zi 4 ae ya Se ane e Sek oe - ; 
‘ : a i 4 , ; : ; 
a a re as a i 6 ] a 
ha See ee) ees aah a A. ae Lee ag ‘ | a 
fe eS = saan cones 2 ane ‘aye 7 gaa, ihe 3 es ee ee, ve : q fe i 
alk ' ele ee Me. Je ee 
. § a = FORE 2 Sia es fo > 4 Me i: 
es oi. aa ri 4 4 5 Dae 7a fern e< eee mae a 4 et 
t len 25S: ieee coe ae y a weet oo Cee BiG 45 
AGT, ges 2 1, er ee mee, Ws eames ites ‘ ie 
: Bike a EE (a peace aI) a cea ca 
ty Be % va . a ey ee ee? bisa" ee ee eee: ye E: ; 
: Si a eo oe ue gee Bene ign pest Ro j ; 
a Aes ot ae EE MR a Nia alee ee AC are Bn Gin Se Al eR " a 0 oe . " m 
Pare. NN ae, Miia tenia os Oa Sled Tah i a ng 
——— ‘ cnn ee + 
. eee Oe a ce Bice: “ Bi a ot ene. ier TL EES. og A aN age . 
ehh a? aie ee a ee ase, NSE wa atelionda Sees ero = 
tics ES ee j : er Serre : tena ls 
ee eo ae Be zs sha he ‘ : Sites on eee Be 2 ciate 7 
. 3 er eat te a en iss ee eae ‘o Aeg, aey., Be a. , 
eS eee te MI cn i ee i Z Pesce ities. oT gid 
ede eerie Ts Se ; a, . i ore . ves, 
aa Pee igh eRe: oka Pk san a 2 = ‘ : aga ie TS 
re ee ee sae * Ae ie ~ So eS ee 3 ee 
Sak se ath Cane as pert a oa x ~ Sete ee as 
No" ab phamamerrsmeenes i: Mid i ae care) . Frage “es 
; Se a RE ONO a re 
uae ee eee pee ois). d aii oe 4 an 
LU nailed serie tetas Re et enema : ya a ate ete 
. BST ae Soa Sen ree imi oF BM os a, 
Bee: SE eg eee ne aL we eee TS 
Ne Ly iw Soe Ee Mee ag noe FE a ¥ ' 
Sy Pe oe eg ", na 
: “Ge 
am 
* ex 
Be 
| oy 
: reat is 
a 
Pe Fee te 
aA : i “ae 
fa ‘ i ale Ce a ae. = Sieny eP os Binh Ae a> sc 9 aR Se Nn cg Ok ade Be al PRR SP Renee eran EO nee at ay a 5 es 
24 ia 2 7 “ a 
eg mene: eC 
Ay = pga ae he ast ip | eel tice aero. (Seren 
a. Nee pei We 5 = WER, Sar ON le rr ne Saas: oem SA us Beet 


GROWTH—Consistent advertising is a direct 
growth factor that builds acceptance for your 
brand, product and services. It is also an in- 
direct, yet positive, motivation for financial 
investment. By encouraging your management 
to invest in adequate advertising, you contribute 


“‘Consistent advertising exerts a tremendous influence on the growth of 
any company. While its primary job is to stimulate sales and build a sound 
reputation fer both the company and its products, advertising in leading 
business magazines also creates a strong demand for its securities.’’ 


Henry T. Vance, Senior Partner of Vance, Sanders & Co., and President of Boston Fund 


McGraw-Hill Publishing Company, Incorporated + 330 West 42nd Street, New York 36, N.Y. 
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towards company growth. In today’s leading in- 
dustries, more than one million men-of-decision 
subscribe to McGraw-Hill publications. You 
can reach and influence these key men by con- 
centrating your advertising in the McGraw-Hill 
publications serving your major markets. 
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growth 


You can reach America’s growth 


industries by consistent, domi- | 


nant advertising in these 


McGraw-Hill 
Publications 


American Machinist 
Metalworking 
Aviation Week 

including Space Technology 
Aviation 
Business Week 
Business Management 
Chemical Engineering 
Chemical Process Industries 
Chemical Week 
Chemical Process Industries 
Coal Age 
Coal Mining 
Construction Methods 

& Equipment 
Construction 


Control Engineering 
Instrumentation & Control 


Electrical Construction 

& Maintenance 
Electrical Construction & Maintenance 
Electrical Merchandising 
Appliance-Radio-TV 
Electrical West 
Electrical Power Industry 
Electrical Wholesaling 
Electrical Apparatus & Supplies 
Electrical World 
Electric Utilities, Industrial Power 
Systems, Electric Power Consulting 
Engineering 
Electronics 
Electronics 


Engineering & Mining Journal 
Metal & Nonmetallic Mining 


E&MJ Metal & 
Mineral Markets 
Metal & Nonmetallic Prices 


Engineering News-Record 
Construction 
Factory Management 
& Maintenance 
Plant Operating Management 


Fleet Owner 
Truck & Bus Fleets 


Food Engineering 
Food Manufacturing Management 


Industrial Distribution 
Distribution— Industrial 


National Petroleum News 
Petroleum Mapvketing 


Nucleonics 
Atomic Energy 


Petroleum Week 
The Entire Oil Industry 


Power 
Industrial Power & Plant Services 
Electrical Utilities 


Product Engineering 
Design Engineering & 
Product Development 


Purchasing Week 
Purchasing—Industrial & Business 


Textile World 
Textiles 


International Management Digest 
(Latin America & Overseas Editions) 


The American Automobile 
El Automovil Americano 


Ingenieria Internacional 
Industria 


Ingenieria Internacional 
Construccion 

Overseas Markets 

(Buyers’ Guides, Directories, 
Handbooks for many fields 
of industry) 
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‘PR Man May Head 


‘Canadian Air Media 
Regulatory Board 


Orrawa, July 29—There were 
| persistent rumors in Ottawa today, 
|not denied by government sources, 
that the head of a leading Cana- 
dian pr organization has been of- 
fered the chairmanship of a new 
board to regulate both the Cana- 
dian Broadcasting Corp. and pri- 
vate radio and tv in Canada. 

The reports say that J. George 
Johnston, 63, president of John- 
ston, Everson & Charlesworth, 
Toronto and Montreal, will prob- 
ably head the new body. 


® His appointment, under new 
legislation to be presented to Par- 
| liament, would indicate a new and 
|/harder line from the government 
|on CBC financing. Mr. Johnston, a 
| firm private enterpriser, has been a 
harsh critic of the publicly-owned 
corporation’s deficits and pro- 
gramming. 

He is well-known in Ontario 
and Quebec through his company 
publication, “The Printed Word,” 
a monthly commentary on politics 
and business. 

Mr. Johnston was born in On- 
tario and started his writing career 
as a reporter on the Buffalo Couri- 
er in 1916. Later he worked on the 
Buffalo Express, then the Finan- 
cial Post in Toronto before setting 
up his own pr company in 1931. # 


| 


3 Tobacco Companies Show 
Gain in Earnings, 2 in Sales 

Three major tobacco companies 
have reported either sales or 
learning gains for the first six 
months of 1958 over the compara- 
| ble period of 57. Liggett & My- 
jers Tobacco Co., maker of 
| Chesterfield, L&M, Oasis, Fatima 
| and Piedmont cigarets, reports 
|sales of $266,298,000 for the first 
| half of 58 compared with $288,- 
‘512,000 for the comparable period 
of ’57. Its net income in the first 
half of 58 was $13,829,000 com- 
|pared with $13,271,000 in the like 
|period of ’57. R. J. Reynolds To- 
| bacco Co., maker of Camels, Win- 
| ston, Salem and Cavalier cigarets, 
reports first half sales of $540,- 
/158,000 in ’58 compared with 
| $507,736,000 in the first half of 
57. Its net in the first half of 
58 was $35,860,000 compared 
with $28,234,000 in the like per- 
| iod of ’57. 

U. S. Tobacco Co., maker of 
Sano and Encore cigarets, reports 
first half sales in '58 of $15,021,- 
189 compared with $13,775,228 
for the first six months of ’57. Its 
net in the first half of 58 was 
$1,669,249 compared with $1,446,- 
411 in the same period last year. 
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U of I Publishes Book 
on Pharmaceutical Ad Study 
| “The Effectiveness of Pharma- 
ceutical Promotion,” by Robert 
| Ferber and Hugh Wales, has been 
|published by the Bureau of Eco- 
‘nomic & Business Research, Uni- 
|versity of Illinois, 
Ferber is research professor of 
economics and Mr. Wales profes- 
sor of marketing at the university. 
The book presents results of a 
study which attempted to find the 
manner in which doctors learn of 
new pharmaceutical products, and 
the role and functions of different 
media in conveying pharmaceutical 
product information from _ the 
viewpoint of both the manufac- 
turer and doctor. Highlights of the 
study, which found medical jour- 
nals to be the most effective media 
to doctors, were presented in an 
article in ADVERTISING AGE Feb. 24. 
Journals, detail men, and direct 
mail, in that order, were most fre- 
quently mentioned as persuading 
|doctors to use a pharmaceutical 
|product, according to the study. 
Price of the 68-page book is $2. 


Urbana. Mr. | 


WHO N@eDS experience? 


IM 4 ComLege CRaduate 


OFF-BEAT— Osborne-Kemper- 
Thomas, Cincinnati, reports that it 
has had to increase the print order 
three times for its “Life Can Be 
Beautiful” calendar, which carries 
zany illustrations like this. 


‘SEP’ Sales Personnel 
Shifted in Four Branches 

The Saturday Evening Post has 
reassigned sales personnel in four 
of its branch offices. Eugene W. 
MacMillin Jr., presently publica- 
tion manager of the Philadelphia 
sales office, has been appointed 
publication manager of the New 
York office. George W. Kellner Jr., 
of the Chicago sales staff, will re- 
place Mr. MacMillin. 

H. W. Bullard, publication man- 
ager of the Minneapolis office, will 
move to New York on a special 
agency sales assignment. James W. 
Hurst Jr. of the New York office 
will replace Mr. Buliard in the ex- 
panding Minneapolis office. 


Clint Frank Names Schueler 
Gene Schueler, director of re- 
search of Clinton E. Frank Inc., 
Chicago, has been named a vp of 
the agency. Mr. Schueler has been 
head of an expanding research 
operation at the agency since 1954. 


i THIS FLOOR 
WAX REALLY SHINES!” 


WGN-TV commercials get results 
because WGN-TV programming 
keeps folks watching. For proof, 
let our specialists fill you in on 
some WGN-TV case histories and 
discuss your sales problems. 


Put “GEE” in your Chicago sales with 


WGN-TV 


Channel 9—Chicago 


Sheatter Maps Big Fall Push 
Sheaffer Pen Co., Fort Madison, 
Ia., is planning what it describes 
as the biggest magazine push in its 
history for its back-to-school ad 


|drive this fall supporting its Lady 


Sheaffer, Skripriter and Skripsert 
pens. American Girl, Boys’ Life, 
Life, Look, Mademoiselle, National 
Geographic Magazine, Seventeen, 
The New Yorker, The Saturday 
Evening Post, Vogue and Young 
Catholic Messenger are among the 
books to be used. A spot tv cam- 
paign in selected markets also is 
planned. Batten, Barton, Durstine 
& Osborn is the agency. 


Thomson-Leeds Names Two 
Thomson-Leeds Co., New York, 
has named Robert A. Danielsen 


|production coordinator and Rob- 


| 


ert H. Kirberger assistant art 
director. Mr. Danielsen formerly 


was assistant to the exec vp and 


director of sales of Einson-Free- 
man Co. Mr. Kirberger was assist- 


ant to the head art director of 


Erwin Wasey, Ruthrauff & Ryan. 
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Quirk Named Eastern A.M. 
Raymond G. Quirk has been ap- 
pointed eastern ad manager of 
Armed Forces Management, Air 
Cargo and World Aviation Diree- 
tory, working out of New York. 
The publications are all published 
by American Aviation Publica- 
tions, Washington. Prior to joining 
AAP, Mr. Quirk was with Ziff- 
Davis Publishing Co., New York, 
as ad manager of Popular Boating. 


LATEST [NEGRO | & 
[SPANISH PUERTO RICAN] 


POPULATION FIGURES 
BY COUNTY IN METRO 
NEW YORK 


Station WWRL 
Woodside 77, 
New York City 


CINCINNATI 


of the CINCINNATI TI 
of one of America's gre 


your inquiries to: 


CINCINNATI 


JOBS 
WANTED 


by former 


TIMES-STAR 


EMPLOYEES 


No amount of words can fill this white space 
and adequately express our grief at the demise 


MES-STAR. The passing 
at newspapers has made 


available for employment some of America’s 
best newspaper talent. We have personnel 
available in all departments including: 


Editorial and News 


Advertising 
Circulation 
Promotion 
Production 


If you are interested in hiring former CINCIN- 
NATI TIMES-STAR employees, please direct 


TIMES-STAR 


Employment Council 


Room 1202 
TIMES-STAR Building 
Cincinnati 2, Ohio 


Telephone CHerry 1-4874 or MAin 1-7922 
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Door-to-Door Sales | The uniforms, similar to those| The most recent ad, in the July | the Ladies’ Home Journal four|shouldn’t care who sells them,” 
jworn by airline stewardesses,/19 issue, shows the young man | years ago. seems to be the philosophy. + 
‘consist of tailored suits and small|opening up a copy of Holiday! Central Registry foresees the| | 
of Magazine Subs overseas caps, with an identifying; while a young couple watches,|day “very soon” when it will have D’Arcy Shifts T. E. Lucas 
‘Improved,’ BBB Says shoulder patch and cap patch.|“He deals in magic,” says the|an advertising campaign of its} Thomas E. Lucas, former ad- 
They are usually light blue, al-| headline. “By simply spreading|own. Such a project has been two/vertising and marketing advisor 
New York, July 29—Methods of|though some of the offices have|his hands, this young man can| years in the planning, and it now/|on food and beverage accounts at 
door-to-door subscription selling | adopted a light grey for the sum- | conjure up a world of color and | looks like ads will begin to run/D’Arcy Advertising Co., St. Louis, 
have been “very much improved” | mer months. | beauty and fascination before | “in a matter of months.” has joined the agency’s Los An- 
in the past two years. In fact, the | your eyes. For in his hands he will} The ads would promote Central) geles office as assistant account 
situation is “very satisfactory,” the|# Keystone Readers’ Service,|hold one of the fine magazines of-| Registry rather than the individ-| executive for Reddi-Wip. 
National Better Business Bureau|which was purchased by Curtis | fered by Keystone Readers’ Serv-|ual agencies and would be run 
said in response to an ApverTIsING| Publishing Co. last year, has/|ice,” the copy begins. on a filler basis by the publishers. Beard Joins Long Agency 
AGE query. started a “public relations” adver- The publishers should benefit as| Forrest J. Beard has joined Long 
In its monthly reports on sub-/tising campaign in The Saturday|*" A continuing campaign is|much from this type of institu-| Advertising, San Francisco, as an 
scription solicitors the NBBB now | Evening Post. Pictured in each ad planned, and it will be expanded | tional advertising as they do from|account executive assigned to co- 
finds only 5-8% of the reports are|is a clean-cut, neatly dressed to other Curtis magazines in the/| boosting their own agencies, Cen-|ordinate the agency’s industrial 
“bad,” in comparison to 1956, when | young man as a Keystone repre-/future. This is Keystone’s first| tral Registry believes. “As long|accounts. He formerly was with 
12% of the reports were “bad.” | sentative. |campaign since it ran three ads in|as they sell subscriptions, they|John O’Rourke Advertising Inc. 
These figures are particularly 
heartening when one considers 
they mean a 100% improvement, it 
was pointed out. 


® William O. Morrow, secretary 
of Central Registry (the joint 
magazine-subscription agency po- 
licing body) agreed that the situ- 
ation had “improved greatly,” 


adding that “there'll never be a Gq 
millennium, by the very nature w 

of the business—there’ll always) ‘ 

be fraudulent operations and "2 


ed 


rt 


there’ll always be complaints.” 
Today, however, there is more | 
control, more effort to upgrade 
selling methods than ever before, 
and progress is being made all 
the time, he said. 
After years of abuses subscrip- 
tion sellers still have a lot to live 
down, but agencies are success- 
fully finding various ways to re- 
new the public’s confidence in the 
door-to-door solicitor. 


8 International Circulation Co..,| 
subscription subsidiary of Hearst | 
Publishing Co., has been experi- 
menting with supplying uniforms 
for some of its saleswomen. The 
experiment has been conducted 
for the past year in “several’’| 
midwestern and southwestern of-| 
fices. Although it is still too early 
to say if all offices will adopt the 
uniforms, “it looks like it would 6 
be a successful idea,” Victor Ber- 
ger, general manager, told AA. 


®s The company feels the uni- 
forms engender confidence, create 
a neat appearance, and perhaps 
are some help in attracting appli- | 
cants for jobs with the company. | 
Uniforms are not contemplated | 
for the men, however: “They'd | 
just look like delivery men,” Mr. 
Berger said. 


DID YOU 
KNOW? 


i 
GENUINE GLOSSY PHOTOS 
COST AS LITTLE AS 
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Narup Adds Four Accounts 

William J. Narup & Co., Chi- 
cago, has added four accounts. 
They are E. W. A. Rowles Co., 
Arlington Heights, Ill., maker of 
school classroom and _ institution 
equipment; Williams-Bowman 
Rubber Co., Cicero, Ill, maker 
of industrial rubber products; 
Bruhnke & Silver, Chicago, do- 
mestic and foreign collections, 
and Queen Mfg. Co., Chicago pro- 
ducer of closet accessories and 
household products. 


Bates Boosts McAndrews 
Thomas F. McAndrews Jr., as- 
sistant vp in charge of tv opera- 


tions for the tv-radio department 
of Ted Bates & Co., New York, 
has been appoinied vp in charge of 
the agency’s Hollywood office. Mr. 
McAndrews succeeds H. Austin 
Peterson, who has resigned to de- 
vote more time to free-lance writ- 
ing and production. Mr. Peterson 
will continue as an agency consult- 
ant. 


Kroger Joins Campbell-Ewald 
Campbell-Ewald, Detroit, has 
been appointed to handle adver- 
tising for the Pittsburgh division 
of Kroger Co., Cincinnati. This is 
the 11th Kroger division serviced 
by the agency. Wasser, Kay & 


Phillips, Pittsburgh, 
vious agency. 


is the pre- 


Keystone Adds Eight Affiliates 

The Keystone Broadcasting Sys- 
tem, Chicago, has added eight new 
affiliates, bringing the total to 1,- 
047. The new affiliates are KRKC, 
King City, Cal.; KNEZ, Lompoc, 
Cal.; KUBC, Montrose, Colo.; 
WCHK, Canton, Ga.; KANO, An- 
oka, Minn.; KNPT, Newport, Ore.; 
WAIM, Anderson, S. C., and 
KWYR, Winner, S. D. 


Siwek Opens Own Agency 
Stanley K. Siwek, formerly 
sales promotion manager for the 


EE 


appliance division of Interstate 
Precision Products Corp., Ana- 
heim, Cal., has established his 
own sales promotion and market- 
ing consultant agency at 1619 N. 
Stoneacre St., Compton, Cal. 
Among his initial list of clients is 
Interstate Precision Products Corp. 


Brazier Joins Wagner Co. 

Robert T. Brazier has been 
named vp and director of market- 
ing of the carpet sweeper division 
of E. R. Wagner Mfg. Co., Milwau- 
kee. Mr. Brazier formerly was gen- 
eral sales manager, national ac- 
counts division, Ekco Products Co., 
Chicago. 


It’s easy because it’s radio. One phone call from you and radio’s in selling 
action for you tomorrow. It’s easier still because it’s WCBS Radio you're 
calling. No other radio station reaches so many different New York families 
(over 1.6 million*) every day. And selling comes easiest of all when you use 
famous, established personalities for the job...the kind that listeners have 
told us they believe in most**... and the kind that WCBS Radio has noth- 
ing but. Jack Sterling, for example, and Lanny Ross, Jim Lowe, Martha 
Wright. Performers like these give new conviction to a sales story: And this 
moves products. So just give Sales Manager Tom Swafford a ring (han- 


diest phone number in town) and WCBS 
you're in business. Lots of business. 


RADIO 


REPRESENTED BY CBS RADIO SPOT SALES, 


i 
3 
: * Most recent Cumulative Pulse Analysis: ** Motivation Analysis, Inc. Study of Listener Attitudes 


23 


Foster Advertising Elects 
Frederick Kirby VP, Director 

Frederick P. Kirby has joined 
Foster Advertising, Toronto, as vp 
and director of 
the marketing di- 
vision. Mr. Kirby 
has been general 
manager of Sat- 
urday Night 
Press the past 
five years. In this 
capacity at Sat- 
urday Night 
Press, Canadian 
printer, he di- 
rected operations 
of the sales and 
creative staffs and analyzed and 
helped formulate marketing plans 
for Canadian corporations. 

Mr. Kirby is a former Canadian 
vp of the Direct Mail Advertising 
Assn, 


Frederick Kirby 


King Joins Smith/Greenland 

Joe King, formerly with the Co- 
lumbia Broadcasting System, has 
joined the account service depart- 
ment of Smith/Greenland Co., 
New York. 


KSON Names Headley-Reed 

Headley-Reed has been appoint- 
ed to represent KSON, San Diego. 
The station previously was repre- 
sented by Forjoe & Co. 


‘Olympian’ to Ward-Griftith 

Ward-Griffith Co. has been ap- 
pointed national advertising rep- 
resentative for the Daily Olympi- 
an, Olympia, Wash. 


Rocketing 
Ahead in 
Haverhill 


mei 
: MwA Bs ‘ 
in 


City Zone , 
Readership 
Out Front 


2 to I* 


tril 
Dynamic, on the spot reporting, 
editorial integrity and service 
to the community have built 


this commanding lead in 6 


short months. 
And 


First in Retail 
Advertising” 


, Yt i 
porn 


oo 4 —, * Sources. - 
fe. Media Records, 
it 


atte. 


ABC and Pub- 
lisher’s Audit 


CITY ZONE 
CIRCULATION 


9,657" 


THe HAVERHILL JOURNAL 


Represented by 
Shannon & Associates, Inc. 
Chicago, New York, Cleveland, 
Detroit, Atlanta, San Francisco, 

Hollywood 
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hen you advertise in The Financial Post, you 
advertise selectively and effectively. You ad- 
vertise economically because your message 
goes where you want it to go. . . without wastage 
. « » where it counts. You reach, influence and sell 


Canada’s biggest buyers. 


481 University Avenue, Toronto 2 
1242 Peel Street, Montreal 2 


The Financial Post 


Canada's foremost business newspaper 


| L&N Names Meyer, Edwards in 


S.F.: Adds Pacific Cement 

The San Francisco office of Len- 
nen & Newell has appointed Lam- 
bert Meyer an account executive 
and Robert B. Edwards to its crea- 
tive staff. Mr. Meyer has been a 
member of the creative department 
of Cunningham & Walsh for the 
past 12 years. Mr. Edwards pre- 
'viously was in the ad department 
|of Kaiser Aluminum & Chemical 
Corp. 

Lennen & Newell, San Francisco, 
has been named to direct advertis- 
ing for Pacific Cement & Aggre- 
gates, effective Aug. 1. The com- 
pany produces cement, sand, grav- 
el and distributes building materi- 
als in northern and central Cali- 
fornia. 


WIBK-TV Names Williams 

WJBK-TV, Detroit, has appoint- 
ed Richard G. Williams, formerly 
international sales representative 
of Miller Brewing Co., Milwaukee, 
to its sales staff. 


Portland retailers... who watch the women 

go buy... buy their advertising in The Oregonian! 
Last year they placed 4,193,367 more lines 

in The Oregonian than in the 2nd paper, 

because they see results from using the 

paper that’s big as all Oregon. 


How big is the Oregon retail market? 
Almost 2 ¥2-billion annually ...that’s double 
Cleveland and almost 3 times Atlanta! 


THE 


women go buy.. 


women go buy 


The Ore 9 0 ni PRED rorticne, oregon 


y by Mol 


1947 
Daily Circulation 


1957 1957 


1947 
Total Advertising 


SER Se FE) eae? BR seg Seger eee 8 Lieto ee ne ae as 


ATCH 


wotch the women go buy... watch the women go buy... watch the 


watch the women go buy... watch the 


OMEN 


women go buy... watch the women go buy... watch the 


GO 


... watch the women go buy... 


UY 


leads in retail advertising 


y, Regan & Schmitt, inc. 


Largest Circulation in the Northwest 
231,829 Daily; 295,740 Sunday 


Sources: Sales Management Survey of Buying Power, May 10, 1958; 
ABC Publishers’ Statement, 6 months ending Mar. 31, 1958 
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‘Sid Walton Resigns 
as Publisher of 
‘Lifetime Living’ 

New York, July 29—Commen- 
tator Sydney Walton has resigned 
as publisher of The Journal of 
Lifetime Living, a post to which 
he was named last September. 

Mr. Walton said he will devote 
himself to other publishing and 
broadcasting interests and expects 
to announce two new enterprises— 
one in advertising and the second 
in publishing—within the next few 
weeks. 

Benjamin M. Seiger, executive 

director of the magazine, has been 
appointed to succeed Mr. Walton. 
Formerly director of marketing for 
The American Weekly, Mr. Seiger 
joined Pharmaceuticals Inc., of 
which the magazine is a subsidiary, 
in October, 1956, as assistant to the 
exec vp. 
At the time of Mr. Walton’s ap- 
pointment (AA, Sept. 30, °57) it 
was indicated that the magazine 
would gradually swing out of the 
geriatric category and go heavily 
into family economics and personal 
care. Now there are indications 
that editorial emphasis will shift 
away from concentrations on mon- 
ey matters. + 


GF Elects Dunham Ist Woman 
VP Along with Kolb, Cutf 

General Foods Corp. has elected 
three additional corporate exec- 
utives vps, including the first 
woman ever to attain this position 
in the company’s history. They are 
Ellen-Ann Dunham, director of 
General Foods kitchens since 1947, 
who becomes vp, General Foods 
kitchens. She started with GF as a 
laboratory technician in the con- 
sumer service department in 1932. 
Charles A. Kolb, director of trade 
relations since 1956, becomes vp in 
charge of trade relations. He is a 
veteran of 36 years’ experience on 
the company’s sales staff. 

Albert L. Cuff, general counsel 
of GF since 1956, has been named 
a vp. Before joining the company 
he was a vp, general counsel and 
a director of Blaw-Knox Co., 
Pittsburgh. 


Radio Permitted in Court 

For the first time in Philadel- 
phia Municipal Court history, 
Judge Adrian Bonnelly admitted 
radio microphones into Municipal 
Court. 15-year-old Julius Pulver 
Jr. was seeking court permission to 
remain in America with his father, 
while his mother sought to take 
him to Russian occupied Latvia. 
WFIL recorded the decision (in 
favor of the boy) and broadcast it 
immediately afterwards. 


Needham, Louis Names Kinnan 
Morris Kinnan, presently with 
the tv-radio department of Need- 
ham, Louis & Brorby, Chicago, has 
been named tv-radio production 
supervisor of the agency’s New 
York office, effective Aug. 1. 


Keep 
Top Brass 
Informed 


Give your management all the facts! 
Keeping up-to-date on what’s going 
on is a must in today’s fast-moving 
business scene. Our clipping cover- 
age of over 3500 business, farm and 
consumer magazines, as listed in 
Bacon's wy Checker gives you 
the assurance of a complete clipping 
service. Check into our complete 
service today! 


BACON CAN GIVE YOU CLIPS ON: 
¢ Publicity * Subject Research 
« Competitive Publicity & Advertising 


Send for Booklet No. 56 
“How Business Uses Clippings” 
BACON'S CLIPPING BUREAU 
14 E. Jackson Bivd., Chicago 4, Ill. 
WaAbash 2-8419 
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Which of these Newsweek services can 
make your advertising dollars work harder? 


NEWSWEEK’s basic service—unbiased, complete 
news reporting and interpretation—has won a 
high-income, responsive audience of business, 
government and technical leaders. It provides 


Western Area 
Advertising 
Unit 


Buy NEWSWEEK for the West only. Eleven 
western states, plus Alaska, Hawaii and 
western Canadian Provinces. 


Dealer 
Listing 


A special program to bring your dealers 
into your national advertising picture— and 
invite new dealerships. 


Service 
Films 


Informative 16 mm. and stripfilm presen- 
tations for group meetings covering selling, 
marketing, world news, etc. 


“Fast-Break” 


One newsworthy message per issue, ac- 
cepted for ‘‘Fast-Break’’ Page five days 
before issue goes on sale. 


Market 
Research 
Service 


NEWSWEEK'’s Research Dept. concentrates 
on providing a broad service of accurate and 
objective market information and analysis. 


Expert Account 
Servicing 


Your NEWSWEEK Representative has years 
of experience helping advertisers in all 
fields. Phone him for full details. 


an atmosphere of integrity that adds impact to 
advertisements. This basic service is rounded 
out by many other services that make your 
advertising dollars work even harder: 


Merchandising 
Service 


Custom built for you: cover reprints, folders, 
display cards, mailings to your personnel or 
special lists. 


Industry 
Mailing 
Lists 


A library of specially compiled lists of ex 
ecutives in major industrial categories; busi- 
ness, professional, government leaders. 


the magazine 


for 
communicative 
advertisers 
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“Concentrated Coverage 
; In Depth’”’ 


Kenneth Geist, Director of Purchases, 


Allis Chalmers Mfg. Co. 


“Purchasing Week, with its easy-to-read format, gives maximum information with 
a definite saving of reading time. It is of particular interest in that it draws 


upon the services of other McGraw-Hill editors for authoritative stories 

in their fields of specialization. Because of this, purchasing executives can get 
vital facts on specific industries. What's more, PURCHASING WEEK is always 
up-to-date with news that is meaningful to purchasing agents. We like the 

idea of getting information in depth, written especially for purchasing executives.” 


Covering the procurement front... 


by reporting the latest news in the main interest areas of purchasing: price and 
supply trends; new materials, processes and products; national and 
international economic conditions—and more. Its concentration on the 
informational needs of purchasing men gives you an interested, responsive 
audience for your sales messages—every week of the year. 

i 


In the language of purchasing... 


17 full-time editors gather, screen, interpret, disseminate a world-wide stream 

of purchasing intelligence. 550 business-specialist editors at home and abroad... 
the McGraw-Hill Department of Economics . . . regional editors, all combine 

to keep the information, trends and statistics in line with the latest developments. 


With vital information for your customers... 


key purchasing executives throughout industry read and rely on PURCHASING WEEK 
as their one complete source of accurate, concise, meaningful information. 

Your advertising, concentrated in PURCHASING WEEK, will be... 

calling every week on the man your salesman must contact. 


Purchasing Week 


McGRAW-HILL’S NATIONAL NEWSPAPER OF PURCHASING 


ss McGraw-Hill Publishing Co., Inc. 330 West 42nd Street, New York S36, N.Y, 
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To the Farm Market! 


He runs the Farm Store. . 
rural supermarket serving a $22 
billion market. He’s one of 30,000 | 


farmer needs to buy. 


He’s the man Farm Store Mer- 
chandising was made for. 

For complete facts and figures, 
see BPRD Classification 44A or 
write: 
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MERCHANDISING 


THE MILLER PUBLISHING CO. 
Box 67 Minneapolis 40, Minn. 


HE SELLS EVERYTHING... 


who sell practically everything the | 


| Fillmore Named WRCV A.M. 
Robert Fillmore, formerly pro- 
|motion manager of WBUF, Buf- 
| falo, has been appointed manager 
) of advertising, promotion and pub- 
a | licity of WRCV, NBC radio station 
in Philadelphia. The station said 
| the appointment was part of a re- 
| alignment of duties for both radio 
and WRCV-TY, and that appoint- 
ment to similar duties for the tv 
station would be announced soon. 


Ketchum Gets Foil Drive 
Aluminum Co. of America has 
appointed Ketchum, MacLeod & 
Grove, Pittsburgh, to handle ad- 
vertising and promotion for two 
specialized uses of Alcoa's alum- 
inum foil—in the printing and 
electrical fields. Campaigns for 
both uses will be started in the fall. 
| The agency presently handles ad- 


vertising and promotion for other 
uses of Alcoa foil. 


Truarc Moves to Chirurg 

Waldes Kohinoor Inc., Long Is- 
land City, will move advertising 
for its Truare retaining rings di- 
vision from Grey Advertising 
Agency to James Thomas Chirurg 
Co., New York, effective Oct. 1. 
The remainder of the account, in- 
cluding zippers, snaps and tape, 
also will move from Grey, but 
“will not be assigned for another 
week.” 


Bartolotta Adds Duties 

Anthony J. Bartolotta has been 
named assistant sales manager of 
Victory Optical Mfg. Co., Newark, 
N.J. He will retain his present 
position as a director of advertis- 
ing and sales promotion. 
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WINDOW | 


Daily 
EXAMINER 


THE EXAMINER 
GIVES YOU MORE 
FOR YOUR 
MONEY! 


Aerial view of San Francisco Bay Area and San Joaquin Valley 


Daily and Sunday — 
more Northern Californians 
read The Examiner 


250,417 


CHRONICLE 


TOTAL CIRCULATION 


| 206,105 


cd 


OF SAN FRANCISCO NEWSPAPERS 


CALL-BULLETIN | 141,532 


gt 


NEWS 
Sunday 
EXAMINER 


CHRONICLE 


[ 266,682 a 
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Source: Publishers’ Statements, 3/31/58 
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The San Francisco Eszsarminer 


REPRESENTED BY HEARST ADVERTISING SERVICE INC. 


Advertising Age, August 4, 1958 


Premium Use Due for 
Sharp Upturn in 
Fall, Bowen Says 


New York, July 29—‘“A sharp 
increase in the use of premium 
promotions this fall’ was forecast 
last week by Gordon C. Bowen, 
chairman of the Premium Adver- 
tising Assn. of America, in an- 
nouncing that the association- 
sponsored New York Premium 
Show will be held Sept. 8 through 
11 at the Hotel Astor. 

Mr. Bowen, who is also presi- 
dent of Premium Service Co., at- 
tributed the increase in the use 
of premium promotions to the de- 
cline of other and more costly 
forms of merchandising and sales 
promotions. 

“Deals, cash discount coupons, 
price-cutting and many other 
standard forms of sales promo- 
tion and merchandising,” he said, 
“have become too expensive for 
the results obtained. The flexi- 
bility of premium promotions, 
whether give-aways, self-liquida- 
tors, or sales incentives, enables 
marketers to keep their costs in 
line with sales results.” 


= Mr. Bowen said that “while the 
steady gain in premium use of the 
past three or four years has 
brought the total volume of mer- 
|chandise used for premiums and 
|sales incentives above the $2 bil- 
|lion level last year, we have had 
|no great surge in premium activity 
j comparable to the one now getting 
|}under way since the end of the 
|}Korean War.” 

| About 500 manufacturers, he 
|said, will be represented at this 
year’s premium show with 260 ex- 
| hibits. The show will be open to 
|accredited representatives of pre- 
mium using companies and their 
|advertising agencies. An attend- 
ance of between 5,000 and 6,000 
|company representatives is ex- 
pected at this year’s show, Mr. 
|Bowen said. # 


Van der Boom, Hunt Adds | 

| Van der Boom, Hunt, McNaugh- 
iton, Los Angeles, has been ap- 
|}pointed to handle advertising for 
R. L. Chacon Chemical Corp., 
South Gate, Cal., manufacturer of 
garden chemicals for home use. 
Plans include space in Sunset Mag- 
azine and the Los Angeles Times 
Home Magazine, plus ads in Cali- 
fornia and Arizona daily news- 
papers. 


Brooks Plans New Medium 

Brooks Foods Inc., Collinsville, 
|Ill., is adding a new medium to its 
advertising schedule for the fall. 
Beginning with the September is- 
sues, Brooks will schedule a series 
lof one-third page, b&w ads in 
Woman’s Day and Everywoman’s 
Family Circle. The featured prod- 
uct will be catsup. The agency is 
D’Arcy Advertising Co., St. Lou- 
is. 


LOOK INTO 


NEW JERSEYS 
FABULOUS 
RARITAN 


VALLEY 
OW!) == 
125,634 


IN NEW 
ABC CITY ZONE 
SELL THEM 


~"THE HOME NEWS 
>» Sunpay 


ar 


| 
| 
| 


i | See te ae ea rg eee 5 Son iain, abet P ae eee 7 tk : aie idey ~ Ee Tes > aeons." mae eet * w. yo eee nS Le J ~ 
“awe: ee , : : ea een : Oe ers eat ee F Mg ee SOS see ge re Sep : aly St nica ee . r ee ar 
nig ® i oo 5 li , Sata ee 
ahi i . s ee 
See 
Hi ’ 
ee | 
\ : . 
Po | | 
- yo” 
; j . 
y 
a 
neo \ 
al 
see 
: 
oF i 14 
hee 
ae ; | 
at pane 
nA oe 
se rete 
i oem 
| 4 : Po 
nt oe 
Re: ae —s _ _ y ; = . a — = 
exe aman 
ee . vps : : eS ns : 4, =. wees, » | ae % 
eee ie! 4 ? ie ee ee hp pe “ 3 i ‘ 
9 ee take ‘ Pega Sir Ae Be Ge - ¥ & 
ap ee | 5 P ee east x ae ar y ‘ 4 
oUF. 4 . a oe x. a 2 a tees ne ——_— fA . va 
” , ——- A es : ss ; 
Lee a ee : es a 
ae ky = laa aie s 4 
mS oS ark ? ees 2 ie . ; a : . : 
pe ae Te ° es lf & ™ : 
ety : Pi . — . i 2 a) Ss j / ’ ge 
Nea ; S er - 0 ea on a be Tee pe ES 5) seit es, — 1 
; age Ag . 4 pe he “i ae Brel Beets. ergete tee mie poner eae ag a pa Ane ne eee ei Ca ESC eee ae > 
ies ac 3°; es ea ae ‘ ; Sena Re ag See te oe ‘ 
Lee q : a i Cie + lll a ate: os > 
wh q A ‘i - a us uy ia aH es ame - e As 
ee : 7. “= — ‘ Re se 
Vrs allt - a SS =e. Sei Temi 1 ———— ic : ey 
_ ae * ee . ; 7 — ie | _ , a ~ ee asi Pals es ” , eT dete! ne : \ 
; . 9 iz 4 + , 7 ‘€ oy i oe Pe ge el a a ee RT ane is ce . i 
+ aaa ier. - " Rigs “vag . . ae Se A aes a oe Tee eae at 
« = ee -& pages F Z 4 - . i en 7 - ie o™ Sita Slee Se ie ee 4 Bena, ge SEs 4 
‘ . 3 ee a A er « . » Fi “ 9” ges “Cee. .  *& Sao P 
ae i <a d : ec Nn P ; ogee pte geen ; Boel é 
: Sa, Se ae tet aa a pe : a. 1) ae oe “ee gS i See q uae. 
—S ts es pe ne ~J | te wih os a fo eo} + oem eo ee er es pes : 
ae a ea. ma Ms ae ae - i é > , > a a ol ees | S Se : 
4 a % Bras 4 ay Ps . . j — ada al - —_ pe” iS = pat 7 ee ** a was, rm 4 =. aie ‘ “ke 
ee rad 4 * a : =3 7 we rls? Set ie 4 i sa a4 <A 
= a ee —. ined eR 4 a es Dae ai tec «J ' 
ae at wiht —. = ieee en ee | a oe ieee Al 9 
in ie 7 Ss § . RE ee mn Pere: aiken aed S aliires wees Phage fat 
Saat aa + } eee %. “ " tee eee oo ee Tact : eer ee oir ae com sities a ie eek te 4] 5 
eee a , B. Y = aay ee: ‘ be a ' . Bae = peakent +: Tae She ee ee Re ee ne rin wee ¥ 
ey oN‘ See j SS nati: TS irs see se | 
uti mm ‘y m NX . 3 3 : Sen OF ~ te seers Kr ere Wes) me Kye 
Sf " om ~ E a. ¢ be ty aa, oe Pin . ; re ‘sd ‘ : wh 
Bie. 3 2 cs Naat 5 Sigh IR Oe nein) Fie! ae 2 ae LS * Se ee 2 ee ee a a ; 
ae : 4 ‘ I ee ATi. 2 aaa EAL bynes |) Rua * Pome eee oY " . + A z - > 
eee : " ie " ; are. Vale ae +s « ‘ eo aetna, Aaa wie z : S = : ty 
Be age S an “¥ a + iat, ay GCE SO a ee cera dt a re pRee~ ow . 4 a a eee , ee sae ; iq = 4 
ee) : ae 4 ve “a : i iy ee ee bead ou Eee Ae ee Aas 2 ee a eta ee ten a et Blog tt spies 3 pay TEN ‘ai a 
Bee. cee “mehy 7 va St ee eer Oe a nn aS see For ties | ae i i 
<a | i eae S a : apes, SC co a ee aan SS et RES OMEN foe b Sard eee 2 
eee ma 7 " € a | Be ae ee or ah aa hp °s ie’ & ro Ate Sieceeee soa ee 3 + got: le 
7 oes : ‘ Sy 4 ~~ pede: a a ee PN ial oo eS ane he y Le a Sk ee ets ee he Fite et 2 
oy Nee ce ’ ae ‘ 3 7h RT ie IRD BA ST an eo er a Oe ee Man a ee | oleae ’ el 
asi, a . oe 4 _ ee BP linc) ile ee rr. ace co. ne 
u r ss igen a ee Tate Siege ao Weer aie oe sas e dis ee Eo ieee Fy i 
i ee cr : i , aes haere bah sigh .-sth Fei Beey ot a ete cd at Oat i pg Bian gee “: ge i Bg ee q f . 
’ * 4 , . ag alee _ se ec ang ig Rp oy - 2 on a), beats “Ye . 4 7 : 
: é " i aes Set angen Me Sik sie PALS Aes Se mS as . ~ et a s 
Ba a oa ; 4 Lied earn ca rl i, aeene cmt eew tiated Te ee a _scnah, eee ae é a 
= Se. Ps > at, | aus pai Ean G% eee. i aie 
ie al y = Ag aS ; ae eet aa ee : P : ee eer «ee a Si 
ai . 2 ee a te a <n gual a ere, a a peas 
ree” * , F Pa i eee Sad fe: Do ae : * eo 2 Mg a ee eee } 
Pag) fl ‘bee oe Pableetiee <meta errs, a % a. i? re te gem 
ee”. | ‘ SS a |, | aR Pee tera a = < 4 _ , a ee. j 
ee et re. OS, ae eae pine: et _.. 4 , \. See ane: [ 
pe yee ke er ae b.. eta Pe ee re, ree . 7 oe. Nt 9: . yrs rea 3 i 
i ae Sa Poy aor Paap oalaiblss BI.” * A ae ee Lach —< “4 ii a Wht od ee ; 
oe : ss i v4 / a. Oe oo. . iw > eu “ini = & ce — 
a ad ; - a fe 7 a ies fa 4 ~ 7 : - P ° “ A oi igi % aa 
i Ry ork; ‘ ee, iat 7. ica “ie : ~ bis oa - P 7% 4 i 2 | 
ea he We : : } ei, - o-oo z 
pit NaS aa > i : > a fs > : einer a — : es ab gt eee ee j 
5 bi: — % a ee ee AT at i: 
7 " aiid ng sae ie : F 
; x 2 s ~ od -— - 
=a i a ty “s vs Tirana . ae 
ant . am % - wi en Te - - atieien 
: F fs Pg ae £ 74 ee ; : } 
P ay ; 4 ee € =) : iy ay 
 & am A ae ; ee od RS 
es os: * wah 3 a . ie ug ated 7 < ae f 
2 ee . ee Ee ees J8 aan 4 : eA te 4 a er ‘ - Mm a ee . ies 
ee, ee Be ee pret i aay a oe ie Pees te ce 
A ee tT i t Bi ae Hag) Peg eee 5 aie ‘ 5 wr nate i pe if Bee es ” . a 
ie a one re SS a a ee ona i nt sociale. | Be pa 
aS ogee ES a a ae mete av i ae _ aaa ws : 
ee CP pm eat ee eo ‘os an Pie x a ee ie - coaitia ete + cee Sealiee : 
Sacre Phos ak 5 MR eR ae om oe tM Oa le aa 
2 BEN oe tele e i pe ee ane hal ty rae 8 2 eter Steg a ee get Be ee See age eS ie a Saas re «e ¢ ee . 
son PEE SS ON een eh er: 8 ee a eae a, 7 nae 
eect Re EE Sk - I aaa RM Sas AN? ag . ee i eS rd ae gaan St Ung e ie: * . en Mat 
ag” % eS : " : ie +s ‘ ana + ae Aaa sep ls ahos Se A : 4 Roe massa ‘ ee i 
aes 3 —— ee . 
BOS oi ~ = | 
sas Til ie 
5 a 
en Tee e 
a noe oe 
pe , we 
apie ss a 2 ia a mae ee 
Oe ie +9 
Pee, tn re ner nnn amie ee A oe 
“Sapicle ed ™ wf 
ae ‘ 4g 
ghey x $ : 
gis, ay che 
oi) um ves 1 
=e ie t ie 
7 “ee = } Di 
ety BS ¢ " ~ 
Pho .¢8 
a ee 
a4 es | il 
° = ® | | 
100,447 es 4 
; i 
: KI e ‘ ; 
iy | o ' 
a ry 490,468 ‘ 
‘= e oe f 
ae — —_— = 7 ’ 
oe “all me \ \' > : : 
Aa\\ - Se ° " .: 
. - ; 
vt . 
a* ¢ re t 
; mre ‘a /e 
7 k as ‘| > | 
iter ime ou a ma ; 
ae Pes Pits; Pee i . Aj . 
co res be ~ al NEW BRUNSWICK, NEW JERSEY 
ee aes ° — we 
Mgbiclime 28 Sn i . 
oe ike = 
Race = 
: Rees ay 
ee he . 
sak Pas Stu 
Save ae . 
Rye eg oe ig . : . 
- MA, Sera hig 


Es 
£ 


ANNOU 


the newspaper directed 

to over 210,000 physicians 
who are not effectively [iia 

reached by mass media 
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The A.M.A. NEWS covers the medical community with: e a basic readership of 210,700 physicians 
e abonus audience of hospital administrators, allied medical professionals, pharmaceutical industry ex- 
ecutives, families and friends e an American Medical Association publication that accepts no adver- 
tisements that include claims pertaining to the health of people e a physician audience that represents 
a combined annual income of over 3-1/3 BILLION DOLLARS. The physician is truly a “man in motion.” 
With professional duties that keep him on the go most of the day and night, the doctor has little time for 
TV, radio, or reading outside of his own profession. The A.M.A. NEWS is designed to fill his need for 
news pertinent to the medical community. It will present the news as the doctors want to read it—concise, 
loaded with facts, giving the medical angles, and conveniently located in one publication. All the editorial 
material and ads are directed to the physician as an individual. Consequently, the A.M.A. NEWS is the 
best way to stop the ‘‘man in motion’’ and sell him as a consumer. He is a prime market for quality prod- 
ucts and services, such as automobiles, travel, wardrobe items, gifts and recreation. 


tHe AMA NEWS... published by The American Medical Association 
535 North Dearborn Street, Chicago 10, Illinois 
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Small Retailers Can 
Sell via Credit Too, 
Hardware Men Told 


(Continued from Page 3) 
transactions in stores all over the 
country. 

NRHA’s own “Budget Plan Man- 
ual,” he observed, provides plenty 
of information showing how small 
retailers too can set up successful 
credit operations and promote 
them. He noted that since 1940 
Sears has been running the line, 
“Our Easy Payment Plan is avail- 
able on anything we sell” in adver- 
tising, catalogs, in-store signs, 
posters and other spots. 


® A sales gain of 6.4% for NRHA 
retailers who participated in the 
association’s Hardware Week April 
25-May 3 was reported by NRHA 
President Car] Graeff. 

The ten-day promotion was na- 
tional in scope, he noted, but said 
it was the local advertising—an av- 
erage of 107 newspaper inches per 
participating store—that really put 
the program over. 

As for the recession, Mr. Graeff 
said that 23,000 NRHA member 
stores have not been hit too hard 
thus far. He said they’re averaging 
about 2% less business than a year 
ago. Actually, Mr. Graeff said, the 
recession has helped the hardware 
business to the extent that it has 
created more time and inclination 
to do repairing, painting and other 
jobs around the house and farm 
than might otherwise have been 
the case. 


® General Electric’s appliance sales 
have dropped markedly since early 
this year, W. H. Sahloff, vp and 
general manager of GE’s house- 
wares and radio receiver division, 
told the hardware men. But he at- 
tributed this loss mainly to the rev- 
ocation of fair trade laws, which 
he said has led to price competition 
resulting in concentration of GE’s 
products in stores of larger—but 
fewer—dealers. 


« A warning to the hardware re- 
tailers to worry less about out- 
standing credit and more about 
slow-moving merchandise was 
sounded in another talk by Arthur 
W. Ramsdell, vp of MacDonald- 
Cook Co., Chicago agency. 
Outstanding credit in most re- 
tail establishments, he said, is 


Hy nl THIS GAS 


GIVES MORE MILEAGE!” 


WGN-TV commercials get results 
because WGN-TV programming 
keeps folks watching. For proof, 
let our specialists fill you in on 
some WGN-TV case histories and 
discuss your sales problems. 


Put "GEE" in your Chicago sales with 


WGN-TV 


Channel 9—Chicago 


whee tie 


checked once a month and there- 
fore is much more before the man- 
ager’s eyes than stock movement 
which is inventoried only once or 
twice a year. 

But “merchandise that fails to 
move from the shelves is frequent- 
ly a greater thief of net profits 
than slow-paying customers,” he 
warned, adding that “plans that 
watch stock movement and do 
something about shelf warmers 
are a vital part of every successful 
business.” 


The challenge that “retailers 
have forgotten how to sell” was 
hurled at the retailers, meanwhile, 
by two different speakers. 

Prof. William B. Logan, director 
of distributive education at Ohio 
State, said, “There is a very simple 
explanation for the recession: Not 
enough merchandise is being sold. 
It isn’t that people don’t have the 
money to buy things. They do. 
More people have more money in 
the bank than ever before. 

“Their trouble is they aren’t wil- 


| 


ling to exchange any of the loot 
for something on the shelf in your 
store and all other stores in the 
country. . . I think we’ve forgotten 
how to sell. The fine art of selling 
during the war and prosperous 
years became the chore of waiting 
on customers.” 


= Urging the hardware men to get 
back into the swing of active sell- 
ing, Prof. Logan said, “The re- 
sponsibility lies in your hands. . . 
Everyone is depending on you in 
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the selling business to pull us up 
by the bootstraps.” 

The same sentiments were 
echoed by Dr. Arthur A. Smith, 
vp and economist of the First 
National Bank of Dallas. 

“One thing invariably happens,” 
he asserted, ““when business is very 
good and we can sell anything 
without much effort or ingenuity 
—we forget how to hustle. . .And 
we become careless and all sorts 
of leaks develop.” He told the 
hardware men that a thorough 


If you sell to truck and bus fleets 
...you can sell best in 


NSE SRR 


. . . the magazine which reaches the self-serviced truck and bus fleet 


Pa Be S 


® ® cy) 


Se gece ot Py otal 


market. Its over 42,000 fleet management readers operate approximately 
two million trucks, half a million trailers, 350,000 passenger cars, 86,000 
revenue buses, and 358,000 pieces of specialized equipment in the fast- 
expanding highway construction field. In addition, nearly 8000 copies 
are read by companies vitally interested in fleets—truck dealers and 
truck component specialists, engine rebuilders, construction equipment 
distributors, manufacturers of vehicles and equipment, and Government 
agencies—all selling, buying or servicing the products made and sold 
by CCJ advertisers. 


Commercial Car Journal is published by Chilton—a company with the 
resources and experience to make each of 16 trade and industrial publi- 
cations outstanding. In keeping with policy, the staff of Commercial 
Car Journal devotes full time to the publication, striving for editorial 
excellence and quality circulation, earning the confidence of readers 
and advertisers alike. 
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knowledge of their business, plus 
hard work, was their best insur- 
ance against the risks of the future. 

Newly elected NRHA president 
is Glen W. Aspinwall of Hawk Eye, 
Ia., who succeeds Carl E. Graeff. 
The only new NRHA director is 
C. M. Love, Huntington, Va. # 


CMTV Bows in Cuba 

Havana’s Channel 10—CMTV— 
was officially inaugurated July 29 
following the live telecast of the 
“Jack Paar Show” from the Hilton 


Hotel and Tropicana nightclub in 
Havana July 28. Negotiations are 
under way whereby CMTV will 
succeed CMQ as the NBC affili- 
ate in Cuba. 


Dietrich Named Stanley VP 
Carl B. Dietrich has been ap- 
pointed vp of Stanley Publishing 
Co. and its affiliates, Transpor- 
tation Supply Publishing Corp. 


and Jobber Product Publishing 
Corp. Mr. Dietrich is executive 
editor of Jobber Product News. 


He joined the company in August, 
1957. 


Tectum to Maurice Mullay 

Maurice Mullay Inc., Columbus, 
O., has been appointed to handle 
advertising and sales promotion for 
Tectum Corp., Newark, O., man- 
ufacturer of building materials. 
Jay H. Marsh Co., Marion, O., is 
the previous agency of record. 


Meltzer Moves in L.A. 
Richard N. Meltzer Advertising 


Agency, which recently opened of- 
fices in New York and Denver and 
moved to larger quarters in San 
Francisco, has moved its Los An- 
geles office to larger quarters at 
7461 Beverly Blvd. 


EWRR on Coast Adds One 

Erwin Wasey, Ruthrauff & Ryan, | 
San Francisco, has been appointed | 
to handle advertising for the Cal-| 
ifornia Industrial Development Co., 
Livermore, Cal., 
safety surfacings. 


manufacturer of 


COMMERCIAL 
CAR JOURNAL 


COMPANY 


Chestnut and 56th Streets + Philadelphia 39, Pennsylvcnia 


Publisher of: Department Store Economist « The Iron Age + Hardware Age + The Spectator « Automotive Industries + Boot and Shoe Recorder 
Commercial Car Journal « Butane-Propane News « Electronic Industries + Jewelers’ Circular—Keystone « Motor Age « Gas « Hardware World 


Optical Journal & Review of Optometry « Distribution Age « Aircraft and Missiles Manufacturing « Business, 1 <chnical and Educational Books 


$1 


Kelley to Head Dreher 
Montreal Office 

H. P. Kelley, formerly account 
manager of O’Brien Advertising 
Ltd., Ottawa, has 
been appointed 
to head the new 
Montreal office 
opened by Mon- 
roe F. Dreher 
Inc., New York 
(AA, July 28). 
Mr. Kelley, prior 
to his association 
with O’Brien, 


had his own 
H. P. Kelley agency in Hamil- 
ton. 


The principal reason behind the 
move by Dreher to open the Mon- 
treal office is believed to be ex- 
pansion in Canada by the agency’s 
largest account, Avon Products. 
According to a statement by Mr. 
Dreher, “Our Canadian agency will 
enable us to increase client serv- 
ice facilities in that area.” 


PHONE NOW! 
MARKETS 
SNAPPED UP 
EVERY DAY! 


starring 


LEE TRACY 


Produced on location! Most 
fabulous city in the world! 
Never before filmed for local 
D-X Sunray Oil Co. buys big 
midwest regional! | 
Beer! Pabst! CBS in New 
York! KTTV! Triangle! West- 
inghouse! Storer! Meredith! 


Choice markets still available! 
Phone now! — PLaza 5-2100 


Television Programs of America, Inc. 
488 Madison Avenue - New York 22 


Wire or phone 
Michael M. Sillerman, 
Exec. V.P., collect 
today for your 
pre et! 


hes : east 6 a be oa bd ey 5, gm ee 
kage es as A se 3 Seman el ai anel raat Aa a z 
i Re een vow: ieee oes ate Pe aga Sen Spee. "ae ; pic ened iggy tO } Det pf te ANT ea ghee aaa 
at: E reed ee i va Ae -_ peat satis) , ey geo SR a ee Ree ake Sg eae eg Oneal = ie = a ar cy Se a ae 
ae ‘ ’ : . ee c i ei), ae en, ae, ee ee * ee ai ae tb” AA eg. gs Meee en ee see per = | ae, ane od De Ah ae Geek: gee! Reel) ae 
ae " . e ‘ cS * oars in Shale ‘ hago Lge xe ee akon hee One ee: Ce MG “4 ete Lak . San .. 
<i . - -* ‘) . ‘ ee * ‘. . = oay ak an 
ae »? >t : Bo a ee 

. CCCs ie 

ane 
a q 
A nee 

sae eh 
eS at a 

2° “eae 

| ey 
a aaa 
ie ' Po He 
US ee Ss: 

a ' i 
a a es Se ee eee ee Pe 

y "a sD 
Bs Tes 
o ae 
aa) a 

Bi Pmaly * 2 

a ree 

es Epi ot 
se GS a pee ; a ’ = de % paler ge 

— : Aiall ‘ i rine ee 5 - a Foeaeee 
ees Ber oa = : fig ai 

a Z : = es. aoe - are, 

i i- ; out o 5 “9 

as ; i or : i = pee 
Bi , i : ; : aan 
‘* ? iii tata 
Ry hy 
fever § eee , a : 
R32) ' a . ak 

, ere $ : % - tae 
a t a em - as : i or rearing 
es t z Ses ae rd . ; ‘ Ss a ikila was 
= a ‘ sg | by 

se v 5 | 4 he 
oe. : Ss 
oa ar ‘ S Sas te” 
oe Peake. 

R a é ) fin Tate 
ue mes 6s Rs 
a. : = aie ies ; ings 
Fee lode ; ‘ : : ; ras, 
Ba 4 . ) ge 
wee % i § itor Se eee 
; arn | £4 a 
Ree Ms | tA ae 
is, | te 
pe ee Ean aes 
be a : * . : 
bose cee £ ot | Zi cued 
: mot. as 
; . | 2 pea 

| | eer 
ga ree 
; * cliches 
age * Per 
Pot 5) rahi 
iin r me 
om ; ee 
a ie : ’ oo See 
aie ree % * \ ? roe 
~ Eas * ea . a no 
a: a 4 a 

a eS i : € a Rs 

Ta ite atti re iii : | vg 
. is 
as oe 3 : 
oa ie 
eo ied : cere 
53 il pt ‘ | ean 
io aye ee Sears os ; : ii. ey 
we * uae . f : el ; aise 

ro ae vie “0 ina ao tae 
Be eae : ne ; eset as 
#3 ie i z sar ere 
— aie | 3 7 ae 
} =e 3 _ # Piaidbee -— es 3 2 me 

& ; : ae ae ee at Baa ee fe 
7 Sari oa * Sea A eos es : ho Pe nee ty Biri 
ag Ee Speers ee ange Ne oe ade hk rT) Ces ; se ee ie é : } [i HO ae Bin eta 5 eepateeee ig: Isis 
Lagi | . engin agin air mae) pa igh : io. Bit ENTERS TRRRDIRORST Soe ie ent ae ae Fo Ms 
ee ae. , z ‘we , Fi, chia ts x | - — : oom eee emu eaacaraasa AONE ot 
= soak 4 E Oe WMT Tae Ry o 3 
~ sik ie Piast ace ee ree (aR ne een teres ee re 
Ber | f Bese 
i f ; ves : 
3 | 5 snk 

5 ‘ ' an 
Be i : , 5 Sikh ‘ 
q 4 ; Poa fi 

. 4 J = 7 ? 
% bt a 
eee \ 4 eye 

ae z ae = oy ; : ’ - . 

A { ? | J 4 ‘ . ath 
3 a > a — 
4 =| ; : te 
Beat? Rae | ® 5 | yi 
Be isc - ——— = eo 

Se 2 i ds 
5 = i : | or 
4 = \ +4 i ny 
—___<__—— ae 
iG | Pe 
‘i want | no ea 
a oh 
T * Be 
| : ' : ae 
Po , ‘ : 
aa e ; 
te 
; : Leds 
a E ees 
3 iA a 
eric 7 leew " Z 
ue a 
2 lia P : - 
} bs a 
} = 
~ 
i ; ‘ae 
i ee 
/ | a 
; Seca 
ee Bes q 
iN eee 
S$ 
a ae 1S 
“es ae og 
ie: 
a j a a 
: as a 
: 7 SS | en eee eee ent oe i ee 
< 0 ae Shee altar aa, | oa Le Pes eee as terscaeetsy ae ae SRE pe eg as : rv Lee, ws re se a 
Rae SS eas cedindl oe caer Pee ia ae ee ak | hha, ahs 
PO al eal? hae ee ER Ree 
13 7 Oo 
ee = een aap one a 
RE Fe Me Ps By ie Bs aah GOT sd hal euler J Bg 
Pee an lee Get eae a ee ie, Bui eas mal or 2 eR hoe: 
AD ME OMG En Ear mie EN ee Lege ey ee eS La Ee ate ae 3 
* eae Peasy oie 
° ae 


WATERED FUNDS? 
Sail-in banking is 
a service of Fi- 
delity - Philadel- 
phia Trust Co.’s 
Bristol office. 
Here Harry E. 
Danner (center) 
and John C. 
Johnson, bank vp 
and assistant vp 
respectively, ac- 
cept a deposit 
from George 
Hackert, owner, 
Bridgewater Boat 
Yard. 


rt 

f 

- 

wif > a - 
SUMMER MADNESS—Jacqi D’Elles has been named Queen of the Bath 
by Church & Dwight Co. as part of its summer baking soda bath 
promotion. Here she demonstrates the fine art of bathing with the 
help of some of the ingredients used by some of history’s famous 
beauties. The ingredients include oil, perfume, champagne, bubble 

bath, milk, beer—and baking soda. 


FRIENDLY—Genessee Brewing Co. will use this poster during Septem- 
ber on 1,041 locations in New York and Pennsylvania. Marschalk & 
Pratt division of McCann-Erickson, New York, is the agency. 


ct 


Kelly 


. * Xe, + 
Plattes Holland 


Carlson Politz 


CREATIVE CONCLAVE—Enjoying lunch at the three-day creative seminar in Chicago spon- 
sored by ADVERTISING AGE are Richard Carlson, Outdoor Advertising Inc.; C. W. Plattes, 
General Mills; Vic Kelly, Maclean’s Magazine, and Don Holland, Graceman Advertis- 
ing. Brought together for the first time on one program were three of the famous 
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Gould Egbert 


Spiro 

ARRIVAL—Walter A. Spiro, who joined the Lavenson Bureau of Ad- 

vertising, Philadelphia, in mid-July as exec vp (AA, June 2), is 

shown here with fellow executives James H. Lavenson, president; 

Jerrie C. Rosenberg, vp; Irving Gould, vp and creative director, and 
Harry A. Egbert, vp and media director. 


Rosenberg 


PPE’ER, OF COuRSE—Arni Eichman, oe ‘ rit 

16, was the top winner in a Purple L fn D ci 
People Eater art contest conducted UN Spe 
for youngsters by the 11 Commu- baa 


AN en] eens: 
nity Discount Stores in the Chicago 


area. The contest, promoted for a ' ¢ ; GOODBODY 


month, drew “thousands” of en- A 
tries, the stores report. s. . 4 


DIRECTED—Goodbody Mortuaries’ outdoor campaign in the San Diego 
area is aimed at good prospects. Reed, Miller & Murphy is the agen- 
cy. 


FRIENDS — Mr. 
Tomato Aristo- 
crat, pictured 
here with L. A. 
Collier, sales pro- 
motion manager 
of H. J. Heinz 
Co., will be fea- 
tured in a food 
store promotion 
running from 
now through Oc- 
tober. The “Fresh | 
Pack” campaign § 
for Heinz ketch- 
up and chili 
sauce will run in 
newspapers, 
magazines and tv. 
Maxon Inc., De- 
troit, is the agen- 
cy. 


UMBRELLA—P. H. Hanes Knitting Co. 
is offering stores this display de- 
signed to promote its babyware as 
shower gifts. N. W. Ayer & Son, 
New York, is the agency. 


tee 

Gardner Kobak McFadden 

research men—Alfred Politz, Alfred Politz Research Inc.; Dr. Ernest Dichter, Institute 
for Motivational Research, and Dr. Burleigh Gardner, Social Research Inc. Relaxing 


at lunch are Edgar Kobak, business consultant; Dorothea McFadden, Vince Cullers & 
Associates, and Gordon Conn, Florists’ Telegraph Delivery Assn. 


Dichter 


Conn 


£ Ge ; aan -- . & eas epee ee et: ‘eee, aeele thee cig! Meas eines ug 4 cick ase ii Bite Hele ary ae Pea Sg seer : a Res ? Esty 
ae © he ea =, ie Mm rasp Re ae uae es ‘ Efieta ee © tations FSi S Seppe eee [ae < Ree ea a eee A : were = eS Ale ae a Pita net ae ere hae AE ~ . 
M ; hs! + a 5 re ‘i gba Es = 2" ESS : ; “i oe “ES a eee ~ A es ae ee ge ae ot OP eon fu) ater ee aa ‘ 
ce 5 : - i on : ne os ; eae Seine : a7 ; eee 
i. : Tory ty a 
Ye 
hn Abr; : j 
mH 
. a"y Rivy, ~ | . 
f "Ome, i ae 
ste : = mz ) } 
sin ng ] 
nh . ’ A “ y 
i ™ * 
F : F . A - * ~ | 
te - : 
pit . 4 a \ . 4 ‘3 - r 
ai es s : j > ; ag : 

eS = re ad <= ? : 5 2 Fawr oe ‘ 

7 Bi Fi i! : 2 : = ie ) 7 re con eA sia — Pre E ae ee “3 rs 
* Ss vie eS lan ae is ee ee , } 

- eee if 7" " reais vi mi fae. iN oe a e, eo 2 a % : 
pO i>... t= re) foe Ce Be | 
ea aE = He 6 ic Bs = oie why Eee : ie: at 
© ie a ae rm > ie i er 5 a 4 
ed seers cae Poe | ae eee . 
‘ | . a ag St er i oH cet aes 
une -_—~< 2 GE Race iomes 3° “cy ty . *. wan, ay aa 
ne ° ae ee (i ae iy. “ 3 » 2 eee 

ort il ; 5 Bs eae ae ci a se ‘ ve 
eG ie= a ee Se. gi tae Se Ame “4 v _~ 
2 ee . ll , ee | ey ae Pee 2 tas i same 

a ope tn oy | 2 ea ied ti 
ey 4 eS * 3 ea he ee , ae ee Sat — 
me 7 Simemiagge 22 as 3: 2 Bee us Fos 
eo - » ” ee fae piglet he Gae s 
‘ene . fee alle Wa eds md’ ae eee es ot 

ee ——! ry or erent 4 | ad Naas ‘Si ae Pare 
aaa v aS ee ; Aes og aes : Ge 

ee ie re \ , Mav = : ieee | _ a ee ae 

Pa 14 Wes : - 45 as ON ght SE Sg, , sey | 

Pet ahd ; . — ao —* a. Fam Bee = oe ee i 3 , e 
Pe : we a vie ~ m \ ry eee ‘i q ae a . * ~ a DP 4g PY 

ied € mas) ie aS. “> - eS a. 2 Boe ¥ a. ee a ae egal 

ee | » Meee le A ae 

ay — : a fo a Ne eee 
see e ge “eet, as i i ae “aie ies” 

- oy +a ‘xa Moe . a Seog 5: im L i i ane - i 
Pree iotiad 3 } q + ea an a0 ae b: ae i 
oan . ; Ba a. seh - ae 3 
ae / Col ~ le gage . 

Rita ie mS bl x %, a ’ * ‘ ‘ 

oar ge Sim eau 
fe hai 2 A o : —- FER ; 

3 SF < ~* . A 
wee | f jr a Lavenson 

ees a a : : 

Sas 42 ° 6.> 

Paera iM i he 9! 

sty th | Wa ee 
ere 443 ale ihe 
? = \ a <P. f 
le peeapg 2 tee” 

fees eo 
eo lea ‘ 4 
a sae ; i 7 

Beg ss = 
G. -_ aoe ~ 

eo ay 

ude 

mh ee 
seer, ® 

cad ae 

‘ 
ie psd : e 

ae i 

ies reeset : 
ea 7 ae 
pees 
ee i 

ec 

a 
i i 
Sole ae 
ae a 
ae | 

» ile 

| , -. | 

ga 5 
ay os 3 e : pat ; 

ate ee i . ht : ‘of ee Sea 2k eae 3 ’ m7 £ = ie 
3 wf q 2 \v Pe oe. : 
aoe ey 7 ; ‘i = nt ee 
rere f » ae OT: » ae 
nd i 2 a j ; ; a ‘ .. 
 ¥ @ tat ae aaa : : a oth : ~~ 
- Fee cad ~¢ Hie 
; s t “ ‘ - = a 
: : ig ee f i ses © . e 
| wall wae | Mae a 
eal . Ont a bs aoe mies le a 
Peer. eo 4 ~ i a k : a ae : oe 
EN ay a = pepe 4 taste m beer a : , ear a er + " - 
aia ne OR 3 > eS ae 

ay lagi Se ai g 
, ae @ * a aed an -. a rg aa .* oS a a4 ae i 

- Sepa : ' A . _ ee Bais ic es ae iw we ‘ 

y ip Loe » g F . : 
sea es. t : Ry: 

Da ey Bee > » 4 } i 
roe oe fa “ > 3 «Oia ea J a 

tae 7 ' 

. “oe 

et at & elo ts Rom Sn, ‘ a 
Sees ae % ¢ Bee “i eS 4 ; — 

at Pe Bi) ge ae a2 mae ; we Tidy 4 ee Rhee sah a ad OMENS ar, ee 3 A 

¥ ee i Oe " = ys fee ‘ 5 € . : aa re +! Bae + te Sac. is aa Ket 2 

¥ : a # re : i “ ates oe ’ ae See Se ee a ae a 

Ay a aie 2 a f } : Pe BE a ; aC See Smee a), oa 

“oe , a, ce is oe , ‘ , . ell eee es / ree ; LSPs ee >, 

5 a. a : pee ee ot ~ GE. Se 0 eS pet a aS ie ee spc RE te, : 
34s Raat OS oe ee nn oe ae “a a m ale ORE one fe el ee § : 

eee cs, oe a Gage ro > ea . + ol ict aoe ‘Sees y at 4 4 
beer te <a eS 2 ee ae ae Wes . 3 eee oe RE cy) cig 4  s * — 

Be ee : = eee Ree “op he Om,” a | ‘ of te, 4 ioe age Tc = Ss * 

eae p ae a ee ig bree ms oe emer a me Sia i > g ) 7 . A tele ' s Py a PP ee es 2 bs i ~, : 4 
as Pg. a ees y a ee - a. fie ay ~ easing a : - 

ates i Be: wh & > & a. hd 4 i ~ Foci aye > Se ap atte oe 4 — 

a —_ ie ai See . Se Py : # ih ss : ae is dete. e., ee. fF 

an . eae ea eh) ae ret _*, ‘ 4 =i ie) oe ee oh & z 

BC? & ee hy, ie Pi ieee aes ) eee * — ress © oa ; 

ae - mc, a i ~- Of? 2 ‘e 4) Sear ee 6 
: Sh ie Rap. So TO A Nae ee ete ets Ss | pee ao we é * " dail 
a ree 2 , - React oie E. ae. uN, oye ae i Dae ae eet a» * 2 = a eee 
2 «eels <a er _ ee M = ioe Ae ee q * > ‘ ‘ ees eat. capers sa ‘ o. \ ‘ 
a ee et Be er aa ee 4, oe iG ba ee ai: EN di . e “ ‘ = 4 % 

cette ki ee ak A ese ee a : TPT an isda Pa eh . is 7 ‘ ail ; a et 

a aay ida “igi eS ie] © z th oN ws ee © Faro ¥ ” 2 r 5 y 

a a * . ‘ ; a ne Fae t 4 “> 

hans 
a See 

Miye 

ee y 
ee ae 
Saks we 
Sao 
Ss x 

ee ce 

age Pes ’ 

Pema : comes 
a a By ape - - : oe ' Fae me 7 a ‘ * fogt , Ee iy E # a 
i oh : ws _ 7 
4 ze 
ee re 
Bee age et eee et 


Sr eS fe 


es ee ae 
eigenen, Raa 
. 


GET READY— GET SET FOR THE 


GUEST SNUWFLAKE YET 


TO HELP SELL MORE APPLIANCES IN 1958! 


MAKE IT A 


White 
Christmas 


“Major 
Appliance 


Operation Snowflake 1957 was fabulous . . . but Snowflake—1958 is 
going to be even bigger and better. In addition to the already strong 
selling program developed through the many previous Snowflake pro- 
motions, U.S. Steel is adding daytime network TV. Here’s the consumer 
advertising U. S. Steel will put behind Operation Snowflake in 1958: 


Daytime Network Television—twice a week for four 
straight weeks 


U.S. Steel Hour Network TV—four commercials 


Seven Network Radio Programs— seven participa- 
tions a week for two weeks 


Newspapers—dominant ads in over 500 newspapers in 
over 400 markets 


Snowflake—1958 is the best opportunity you’ll have to sell appliances 


in November and December— when everyone is spending money for 
Christmas gifts. 


IN 1957...A NEW SNOWFLAKE RECORD! 


S 8896,920 LINES OF TIE-INS 


IN JUST SIX WEEKS 


More retailers took part than ever before . . . Independents and Chains 
ordered 38,982 free retail promotion kits. They bought 8,896,920 lines of tie-in 
newspaper advertising. They bought $288,572 worth of radio time. They used 
more Snowflake appliance displays than ever before. 


More banks, more utilities, more trade associations, more distributors, more 
manufacturers used Snowflake ads. 3,415 newspapers sold advertising, ran 
editorial features and Snowflake Supplements in 1957. 916 radio stations 
tied-in and sold over 98,000 spots. 


But U. S. Steel has even bigger, better plans for Operation Snowflake 1958. 
“Make It a White Christmas—Give Her a Major Appliance’”’ will be promoted 


extensively throughout the Christmas shopping season. Agencies and Ad- 
vertisers: use Operation Snowflake for bigger appliance sales in 1958! 


Write for complete information on Snowflake—1958 


A Snowflake presentation by a U. S. Steel representative can be ar- 
ranged if you are a major appliance manufacturer or a manufacturer’s adver- 
tising agency. Just write or phone Mr. Robert C. Myers, Director, Market 
Development Division, United States Steel Corporation, Pittsburgh 30, Pa. 

USS is a registered trademark 


(ss) United States Steel 
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Zales BETTER BY FAR 
ee YOU TO GO WHERE 


" DON'T HUNT THE LIONS ARE 


LIONS —fesscr'ana'tore protteiy i Road & 
) =sOIN 


Track, for over ten years the motor enthu- 
siasts’ magazine. Road & Track offers a 
pre-sold market of mature, knowledgeable 

GRAND 
CENTRAL 
= Ww STATION. 


automotive enthusiasts. 
QMS 


Road & Track readers make more money 
and own more cars than ANY comparable 
audience.* Send for a copy of our recently 
completed readers’ survey which contains 
complete, concise facts and figures on 
this new market. 


*34.5% of readers surveyed were professional men. 
10.3% were executives. 


THE MOTOR ENTHUSIASTS’ MAGAZINE 
ROAD & TRACK 

8244 Vista De! Mar 
Playa Del Rey, California 


Six Become Brewer Partners 
Six staff members of Bruce B. 
| Brewer & Co., five of them in the 
Kansas City office, have become 
partners in the agency. This 
| brings the number of active part- 
|ners to 11. The new partners are 
| James H. Barickman, account ex- 
ecutive; Albert R. Lockhart Jr., 
creative director; Richard W. 
Dodderidge, account executive; 
John S. Kirwan, radio and televi- 
sion director; John J. Peterson, all 
of the Kansas City office, and 
| William M. Bryngelson, creative 
|director of the Minneapolis office. 


Jennings, Bates to WGAN-TV 

Robert W. Jennings, with the 
'Guy Gannett Broadcasting Serv- 
|ices for the past 10 years, has 
_ been named to the new post of 
| local commercial manager of 
| WGAN-TV, Portland, Me. At 
the same time, Richard E. Bates, 
with Gannett since 1938, has been 
appointed WGAN-TV’s director of 
national sales. 


WISCONSIN IS BUYING! 


This year the world’s biggest dairy farmers will take in 


548 Million Dollars from MILK... 


There’s 
a third partner 
in the picture 


Father and son partnership of Ben and 
Eugene Nienhaus, Burlington, Wisconsin, 
produce over one-half million pounds of 
milk a year, plus 1,800 pounds of lamb, 
some wool and eggs. The Nienhaus’ are 
keen businessmen; individually spend well 
over twice as much, per yeor, as the 
average consumer. 

The third partner in the picture is Wis- 
consin Agriculturist. The Nienhaus’ look to 
Wisconsin Agriculturist first for the infor- 
mation they must have to keep their busi- 
ness growing. Both on the editorial pages 
and in the ads, if it’s in Wisconsin Agricul- 
turist, it has a head start with the Nienhaus’. 


dollars where the influence is. 


WISCONSIN 
3 griculturis 
% Next starch readership study— asa: dg vad 


November 15 issue, : ; 


Revne Wusconsia 


and the biggest slice of this will be 
spent on products advertised in 
Wisconsin Agriculturist...will you be there? 


Wisconsin’s 548 million dollar-plus bankroll from milk, places it first 
in the Nation. This is spendable income to the world’s biggest dairy 
farmers—part goes for producing more milk—part goes for better 
living—more is spent on products advertised in Wisconsin Agricul- 
turist than in any other farm publication. Wisconsin Agriculturist 
goes to over 40,000 more Wisconsin farmers than the next nearest 
farm publication. In preference studies, Wisconsin farmers and dealers 
repeatedly name Wisconsin Agriculturist over all other publications. 
No other publication comes close—invest your precious advertising 


Member of 
MIDWEST FARM PAPERS 
35 E. Wacker Drive, Chicago 3 

CEntral 6-3407 
250 Park Avenue, New York 17 
YUkon 6-6263 


West Coast Representative 
Towsend, Millsap & Co. 
110 Sutter St., San Francisco 4 
157 S. Vermont, Los Angeles 4 


Advertising Age, August 4, 1958 


Schick Is Shaving 
Cactis and Balloon 
in New Ad Campaign 


LANCASTER, Pa., July 29—Schick 
Inc. is introducing a new Lady 
Schick Futura electric shaver and 
a new campaign for the men’s 
Powershave incorporating a “cac- 
tus-balloon” demonstration. 

The company says it will have 
“a multi-million dollar’ merchan- 
dising and advertising drive for 
the two products. The Lady Schick 
has a built-in start and stop 
switch, a new shaving head and a 
motor said to be three times as 
powerful as the old models. It 
comes in four colors and is pack- 
aged in a miniature hat box. 


® The Powershave features a 
new Superaction Edge, with a tel- 
evision demonstration showing it 
shaving bristles off an actual cac- 
tus plant as well as shaving a toy 
balloon. A new auto/home model 
is also offered. 

Advertising theme for the Pow- 
ershave is “for beards tough as 
cactus. ..skin tender as a toy bal- 
loon.” Benton & Bowles handles 
the Schick account. 


Lobster Network Names Quinn 

McGavren-Quinn has been ap- 
pointed to represent the Lobster 
Network, nine New England sta- 
tions with headquarters at WLOB, 
Portland, Me. The stations include 
WGUY, Bangor; WCOU, Lewiston; 
WMMS, Bath; WFST, Caribou; 
WGHM, Skowhegan; WFAU, Au- 
gusta; WSME, Sanford, and 
WRUM, Rumford, Me. They pre- 
viously were represented in Chi- 
cago and Detroit by William Reil- 
ly, in Los Angeles and San Fran- 
cisco by Tracy Moore & Associates 
and in the Southwest by Clark 
Brown Co. They will continue to 
be represented in the New York 
area by Richard O’Connell Inc. 
McGavren-Quinn also has been 
appointed to represent WKNB, 
New Britain, Conn., which previ- 
ously was represented by Bolling 
Co. 


AAW Adds Five to Board 

The Advertising Assn. of the 
West, San Francisco, has an- 
nounced the appointment of five 
new members to its board. They 
are Walter Guild, Guild, Bascom & 
Bonfigli, San Francisco, for Amer- 
ican Assn. of Advertising Agen- 
cies; Everett Runyon, California 
Packing Corp., San Francisco, for 
Assn. of National Advertisers; 
Claire Forbes Walker, Santa Bar- 
bara, Gamma Alpha Chi; Robert 
R. Gros, Pacific Gas & Electric 
Co., San Francisco, Public Utilities 
Advertising Assn., and Robert 
Hicks, Business Extension Bu- 
reau, Los Angeles, Direct Mail 
Advertising Assn. 


Swanson Campaign Set 

Campbell Soup Co., Camden, will 
launch a campaign this month to 
introduce a new Swanson TV Din- 
ner. Swanson is also offering 
consumers, on a national basis, a 
free TV Dinner when any two 
(one of which must be the new 
dinner) are purchased. The new 
dinner, which consists of meat 
loaf, potatoes and peas, and the 
consumer offer are being adver- 
tised with full-color ads in Sun- 
day supplements during July, 
August and September. Tatham- 
Laird, Chicago, is the agency for 
Swanson. 


Cincinnati Ad Group Elects 

Cincinnati Industrial Advertisers 
has elected Philip R. Hume, Keelor 
& Stites, president. Other officers 
are Robert E. McCarthy, L. F. Mc- 
Carthy & Co., Ist vp; V. P. Weid- 
mann, F. H. Lawson Co., 2nd vp, 
and William C. Grindrod, Cincin- 
nati Milling Machine Co., secre- 
tary-treasurer. 
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USE THE POWER OF THE “NEWS” 
IN CHICAGO 
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Po WET... get action...to move 


people...to sell goods 


THE CHICAGO DAILY NEWS 


ran 48% of all total grocery advertising 


placed in Chicago’s four daily papers 


last year... more than twice 


as much as its nearest competitor 
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| Aug. 25, 1958. Distribution will be|ident of Big Bear, is now Pacific|of a continuing effort to better 


20 Top Food Giants’ _ ‘Science Experimenter’ to Bow 
| Scier Mechani ; on newsstands. Northwest manager of Lucky | acquaint consumers with the nutri- 
° cience & echanics, Chicago, : . : 
1957 Sales up 8.2 %, will publish and distribute the| Stores. This year's sales by the/|tional, economy and flavor advan- 
P la 'first annual issue of Science Ex-| Lucky Stores Buys Big Bear combined chains are estimated at/tages of all types of seafoods. 
Says Food Topics | perimenter, a handbook for people| Lucky Stores Inc., San Leandro, | $148,000,000. Members of the association have 
New Yorx, July 29—For the interested in practical applications, |a 94-store California supermarket assessed themselves more than 


demonstrations and study of the/|chain, has acquired Big Bear Stores | Fish Promotion Planned double their usual funds for this 
physical sciences and scientific|Inc., a nine-store supermarket| The Northwest Fisheries Assn. | P™O8™@™. 
| theory, on Oct. 30, 1958. General) chain in the Seattle-Tacoma area.|plans a “Fish ’n Seafood Parade” 
ad rates are one page (5%” x 8”),| Acquisition was through exchange | promotion for the week of Oct. 6- Schwerin Moves Offices 
$300; half page, $157.50; quarter|of stock. The expansion was the/12. Botsford, Constantine & Gard-| Schwerin Research Corp., New 
page, $82.50; and eighth page, $45. | first by Lucky Stores outside Cal- /ner, Seattle, will prepare the cam-| York, has moved its offices to 270 
Final closing date for the annual is| ifornia. Fred Huey, formerly pres- paign, which “will mark the start} Madison Ave. 


eighth successive year all 20 of 
the leading publicly owned food 
companies broke all sales records, 
Food Topics reports in its July 21 
issue in its second annual survey of 
these top corporations. 

The “exuberant health” of the 
food industry is also reflected in 


several additional observations SO Ao Ce ae cage, et" —— . 
made by the publication: La 7 - 


e The top 20 achieved total sales 
of $14 billion, an 8.2% increase 
over the previous year, and ac- 
counted for one-third of all con- 
sumer food expenditures. 


von ey a ae rr 


e Profits jumped even higher than 
sales with a 16% increase to $192,-| jj 
600,000. Net income increase for | J now 
A&P, “which rode the crest of its| J 
all-time boom year,” exceeded 
20%. 


® A ten-year survey of growth shooting. ee 


accompanying the story shows that 
A&P has grown from $2,800,000,- 
000 in 1948-49 to $4,770,000,000 in 
1957-58. At the same time, the 
number of A&P stores decreased 
from 6,000 to 4,200. Next was 
Safeway, which went in the ten- 
year period from $1,276,000,000 to at 
$2,117,000,000, followed by Kroger, 
up from $826,000,000 to $1,674,000,- 
000. 

The remaining companies did 
below $1 billion in 1957-58. Small- 
est on the list was the Weingarten 
chain, whose sales were $43,877,- 
000 in 1948-49 and currently are 
placed at $121,000,000. + 


Shoe Service Ad Guide Out | : gr eat 


The Shoe Service Institute of| 
America has published a “Hand- 
book for Shoe Servicemen” ($1.50 
a copy) as a guide to advertising 
and merchandising for shoe re- | year 
pairmen. Sample ads (for which 


mats are available), radio scripts} 
and tips on getting ad help from | 


| 

media are included in the guide. | P for ee aa 
| ‘Kc id — wc ee Bis 
a 
| “2 


‘Register-Guard’ Names Baker 
Ted Baker has been promoted by | 
the Register-Guard, Eugene, Ore., | — 
to the post of advertising director, ihe a 


Terrific news for 
sponsors ... stations... 


OSS semis 


viewers! 


A second, exciting series 
of 26 MEN—the 

fastest-selling show 
of the year...the show 


SaeeNy 


that’s doing an 

outstanding job of 

building audiences, 
sales and goodwill 

in 183 markets 

all over the country. 


THE 


succeeding E. C. Pressman, who has . 
resigned after 12 years with the , 
newspaper to join Zilka, Smither & = 
Co., an Oregon investment compa- — 
ny. 


ARIZONA 


WHAT DO | 
YOU KNOW | 
about DIRECT SELLING? 


. «the $9 Billion industry Which | | 
is Attracting More Companies Whe | 
Want o New, Fast, Inexpensive Way | | 
to Expand 


RANGERS 


we 


TRO pe 
t 


“ter 9 ali heen a88 Oe ee ae “s, 


Same great star—Tris Coffin. 
Same featured player, Kelo 
Henderson. Same top 
production by Russell 
Hayden, including the stir- _ | 
ring theme music recorded 
by RCA Victor on their 
top label. More, new ef- 
fective merchandising and 


mores FASCINATING 


te bates 


pee FACTS BOOKLET 


demonstration—whether tn in the home, of 
fice, store, factory, institution, etc.—it wil! 
er ‘ou to investigate the booming DIRECT 
LLING FIELD. Manufacturers and 
agency executives are often amazed to 
how easy and inexpensive it is to move mer 
chandise in big volume Gegegp Grose sell 
ing—in ALL 48 states and ad. | 
= letterh 1 fof free copr_of fact-filled 
let, * SELLI The | 
est Way to Profitable Distribution”. It wil’ | 
prove an eye-opener! No obi: igation. 


audience-promotion aids. 


NWP RE co arm 


Salesmans 
OPPORTUNITY 
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Colgate Sets 6-Month Record 


Colgate-Palmolive Co., New 
York, established a new quarterly 
record for the second quarter of 
1958 with domestic and foreign 
sales totaling $137,150,000. Con- 
solidated earnings were $3,935,000 
for the quarter, equal to $1.53 
per share, compared with $3,888,- 
000 or $1.50 per share in the cor- 
responding quarter of last year. 
Consolidated sales for the first six 


months of 1958 were $265,446,000, 


an increase of $10,572,000. Net in- | Based on advertising linage meas- 
come for the period was $8,355,000 | urements by Media Records Inc., 
or $3.25 per share. the report lists 1,555 companies 
and 3,818 products and services | 
advertised in newspapers during 
1957. 


‘TV Guide’ Shifts Three 


Robert B. Elverman, formerly 
manager of TV Guide’s Tennessee 
edition, has been named manager 
of the St. Louis edition, succeed- 
ing Edward L. Stein, who joins 


BofA Lists ‘57 Advertisers 

The Bureau of Advertising, 
American Newspaper Publishers 
Assn., New York, has published 
“Expenditures of National Ad- 
vertisers in Newspapers: 1957,” a 
study listing national advertisers 
who have invested $25,000 or 
more in newspaper advertising. 


{ae magazine’s national advertis- 
|ing sales staff in New York. Suc- 
ceeding Mr. Elverman in the Ten- 
nessee post is Charles J. Connelly, 
formerly of the St. Louis staff. 


Maytlower Names Ricks 
Mayflower Corp., Seattle in- 
surance company, has named 


Cappy Ricks & Associates, Seattle, 
to handle advertising and public 
relations. Mayflower has no pre- 
vious agency of record. 


a READY 


SMASH HIT 
WITH AUDIENCES 


#1 syndicated series in many 
markets. In scores of others, swamps 
direct competition . . . out-rates 

such network toppers as 

Ed Sullivan ... Dinah Shore ... 
Alfred Hitchcock ... Tales of Wells 
Fargo ... Have Gun, Will Travel 
and many, many others. (ARB) 


LAUDED BY SPONSORS 
AND STATIONS 


“one of best shows ever 

offered for syndication.” 

“well pleased with show both from 
standpoint of increased sales and 
goodwill it has built up.” 

“one of best shows ever programmed.” 
“has done a fine job for us.” 


AOE STS TPT 


& « . a & 


Hood Dairy -— all New England. 
plus such stations as 

KRCA, Los Angeles... 
WNEP-TV, Scranton-W ilkes-Barre 
... KTVK, Phoenix... 
KARD.TV, Wichita .. . 
WMAL-TV, Washington, D, C. 


If you missed out on 26 MEN 
first time out, be sure to get your 
bid in for the new series. To avoid 
disappointment, please act fast. 


4 
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‘WIP, Philadelphia, 
Sold, but Stays 
in Gimbel Clan 


PHILADELPHIA, July 29—Gimbel 
Bros. has sold Radio Station WIP 
for $2,500,000 to a Philadelphia 
group headed by Benedict Gimbel 
Jr., who has been president and 
general manager of WIP and WIP- 
FM for many years, 

Included in the group are come- 
dian Bob Hope, John B. Kelly and 
auto dealer John P. Crisconi. Mr. 
|Gimbel would not confirm the 
| participation of these men in the 
| syndicate. 
| He admitted the amount was 
| over-subscribed, and told Apver— 
TISING AGE that the policy of WIP 
will remain basically the same 
“for the time being.” He said a 
new board of directors will be 
named to include the new inves- 
| tors. He retains controlling inter- 
| est. 
| The station was sold by the 
| Pennsylvania Broadcasting Co., a 
| subsidiary of Gimbel Bros. It is 
| subject to approval of the Federal 
Communications Commission. 
Gimbels has been unloading 
j|many of its subsidiaries, having 
recently sold the Gimbels Bank, 
| here. The company has been nego- 
| tiating with several prospective 
purchasers of WIP for several 
|months, including Todd _ Storz. 
| When negotiations with the latter 
broke down some weeks ago, Ben 
Gimbel decided to form his own 
group. # 


BBB Complaints Rise Sharply 
A sharp rise in the number of 
|inquiries and complaints has been 
reported by the Better Business 
Bureau of New York City during 
the first six months of the year. 
| Inquiries and complaints increased 
12% and 15% respectively. In ad- 
dition, the Bureau reports a 30% 
rise in advertising adjudged to be 
in need of clarification, a total of 
nearly 2,000 advertisements. 


KABC Names Norins S.M. 

Leslie H. Norins has been named 
sales manager of KABC, Los An- 
geles. He had previously been 
with KTTV, Los Angeles, from 
| April, 1949, to December, 1957, 
| when he resigned to join Televi- 
sion Productions of America, New 
York, as an account executive. He 
is resigning from TPA to return 
to Los Angeles. 


A. A 
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| LIKE THIS GUM!” 


WGN-TV commercials get results 
because WGN-TV programming 
keeps folks watching. For proof, 
let our specialists fill you in on 
some WGN-TV case histories and 
discuss your sales problems, 


Put "GEE" in your Chicago sales with 


WGN-TV 


Channel 9—Chicago 
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every-week advertising from 


A&P, KROGER, 
NATIONAL & JEWEL 


... enables The Gary Post-Tribune to pub- 

lish more retail food advertising than any 

Chicago newspaper except the Daily News. 
These chains know food advertising. To meet competition, they 
need more coverage in a 211,357 population city (zone) than 2500 
Chicago Daily News’ or 10,000 Tribunes can offer. In Gary, the 


chains want to sell everybody ...so they tell everybody with 
55,300 Gary Post-Tribunes each Thursday. 


THE GARY POST-TRIBUNE 


Gary’s Only Daily and Sunday Newspaper 


Lovekin Joins Arndt, Preston 

| Raymond E. (Jim) Lovekin Jr., 
|formerly of R. E. Lovekin Corp., 
|Philadelphia, has joined Arndt, 
|Preston, Chapin, Lamb & Keen, 
'Philadelphia, as an _ industrial 
|space buyer. The Lovekin agency, 
/owned by R. E. Lovekin Sr., con- 
| tinues as heretofore. 


Savage Arms Appoints Noyes 

Savage Arms Corp., Chicopee 
| Falls, Mass., has appointed Noyes & 
| Co. Inc., Providence, R. I., to han- 
'dle domestic and Canadian adver- 
tising for its lawn mower division. 
Gotham-Vladimir, New York, is 
the previous agency of record for 
ithe division. 


Hastings to Wesley Aves 

| Hastings Aluminum Products 
|Ine., Hastings, Mich., manufactur- 
er of aluminum siding, awnings, 
| doors and wall tile, has appointed 
| Wesley Aves & Associates Inc., 
|Grand Rapids, as its agency. Mac- 
/Donald-Cook, South Bend, is the 
|previous agency of record. 


University of Michigan's North Campus, where 
five new research laboratories are located. 


Ann Arbor’s Newest Role — Research Center 


The University of Michigan's North Campus, comprising about 900 acres and in the 
early stages of its development, already has achieved stature for industrial research 
and engineering progress. Here, in this new area, are shown the Phoenix Research 
Laboratory, Ford Nuclear Reactor, Cooley Engineering Laboratory, new auto- 


motive laboratory and aeronautical engineering laboratory. 


Such facilities already have resulted in decisions of Parke Davis & Co. and the Bendix 
Aviation Corporation to locate research centers adjacent to this campus. The 
contribution of these companies in terms of highly-trained personnel and the buying 
power of these engineers, scientists and supporting staffs and their families will 


be considerable. 


With this type of industrial facility and educational projects steadily growing in 
the Ann Arbor area, this market offers unique opportunities. We'd like to tell you 
more about the advantages of product promotion in this rich, cultural and stimu- 


lating community through its one dominant medium, THE ANN ARBOR NEWS. 


See our representative today! 


A Booth Michigan Newspaper 


== THE ANN ARBOR NEWS 


NATIONAL REPRESENTATIVES: A. H: Kuch, 260 Madison Ave., New York 16, MUrray Hill 5-2476 @ Sheldon 


B. Newman, 435 N. Michigan Ave., Chicago 11, SUperior 7-4680 © Brice McQuillin, 785 Market St., 
San Francisco 3, SUfter 1-340] @ William Shurtliff, 1612 Ford Bldg., Detroit 26, WOodward 1-0972., 


Advertising Age, August 4, 1958 


\‘BH&G’ Adds Two 
Branches; Boosts 
1957 Rates, Base 


Des Mornes, July 29—Better 
Homes & Gardens is establishing 
two new branch offices. One will 
be opened Aug. 1 in St. Louis at 
721 Olive St. 

The office will be managed by 
William G. Hunt, a salesman for 
Better Homes & Gardens and 
BH&G idea annuals in the Chicago 
area for the past two years. A 
Minneapolis office will be opened 
within 90 days. It will be managed 
by John T. Helgeson, present Chi- 
cago manager for BH&G. With the 
establishment of the Minneapolis 
office, it, along with the present 
branches in Detroit, Cleveland and 
St. Louis, will report directly to 
the Meredith home office in Des 
Moines. Previously these offices 
were sub-branches reporting to 
Chicago. 

Joseph P. Eves, vp and Mere- 
dith Publishing Co. western man- 
ager, and R. C. Ferguson, Success- 
ful Farming western manager, 
retain their Chicago sales terri- 
torial responsibilities and _ will 
continue to work in association 
with salesmen throughout the 
present western area even though 
these offices will report to Des 
Moines. Kenneth P. Zosel, BH&G 
Detroit manager, has been named 
Meredith Publishing Co. manager 
in Detroit and will supervise sales 
operations for both magazines and 
the idea annuals. 

Effective with the February, 
1959 issue, Better Homes & Gar- 
dens will boost its rate base to 
4,600,000, an increase of 200,000 
over the present base. With ad- 
justed advertising rates, one page, 
b&w, will rise from the present 
$17,235 to $18,695, while a four- 
color page will rise from the pres- 
ent $23,765 to $25,780. = 


Max Factor Men's Products 
Go to Carson/Roberts 


Max Factor & Co. has named 
Carson/Roberts Inc., Los Angeles, 
its agency for all men’s toiletry 
products. This includes the Signa- 
ture men’s grooming line, which 
will get a heavier push this year 
for the Christmas season and sale 
at a higher price level, and Max 
Factor men’s toiletries, a complete 
line which includes shampoo, pre- 
shave lotion, after shave lotion and 
similar products. This portion of 
the company’s line had been han- 
dled by Doyle Dane Bernbach Inc., 
but was not given to Kenyon & 
Eckhardt, which succeeded Bern- 
bach recently. 


Tel-A-Sign Shines Brightly 
Tel-A-Sign Inc., Chicago, man- 
ufacturer of plastic illuminated 
point of purchase signs, has an- 
nounced that its volume rose $900,- 
000 last year. A $1,000,000 sales 
increase is seen for this year, A. A. 
Steiger, Tel-A-Sign president, said. 


MacManus Appoints Lukacs 

Stephen Lukacs has been ap- 
pointed general office manager of 
MacManus, John & Adams, 
Bloomfield Hills, Mich. Formerly 
assistant general manager, Mr. 
Lukacs joined the agency in 1926 
as a mail room clerk. 


Bar-Zim Toy to Friend-Reiss 

Bar-Zim Toy Mfg. Co., Jersey 
City, N. J., has appointed Friend- 
Reiss Advertising, New York, to 
handle its advertising. A televi- 
sion campaign starts Sept. 1 in 
key cities for Tap-A-Song, one of 
the company’s musical toys. 


Lohengrin to Gramercy 

Lohengrin Ring Co., New York, 
has appointed Gramercy Adver- 
tising Co., New York, to handle its 
advertising, sales promotion and 
merchandising. 


“h. ro a : : ms 3 5 5 Be he He 
ane ’ 
a ea re ; | 
2 ae 40 
— 
oid , 
ave ; ee 
eet ae LAP : 
x ey, 
, a 
; qT 
‘atest 
cae + NW 
* ede he 
“ae j 5 f 
2 , si: i f" iA a 
bis i oO A | 
st ae = h\ \ A ‘ -.* fl 
‘ape o% r 
na a ‘\ \ \ \ - 
ae [ee . a 
(ay a\ 7 | | J 
os ‘ 4 a 
ee | 
ae re ee 
< = oa 
Sy 5 ea 7 
; | 
‘ | T 
Vass | 
es ae 
Les ie as | 
ce | 
i s ne : , 
| f 
Lares 
shNe ae 
oa ‘ 
irae Si 
; pal 
Mee ty 
bers a “gi i on ” en tits = ' 
=. UE as ae “ oud , : oe ee mn aia Pe | 
7 Me ei Pe a aoe i 
ses — age a ; 
| ut F thse. nee ae acai | 3 
“ = a , _ > \ ee a | 
; ; _ ; eee — ~ 
; ay : F a “= < Ps. Rites . a z “ 
> : A : Se eel 2 — | 
aa a = 2 fe ys i : za. as alte ae er ~ < Boy cums Fine: j | 
“ot > a An: _ <= i 
"hale 7 7 vs i ' ——_— - 3 : i iat i] 
i Saar f, eae le Bae sa ‘ie aa a ¥ =x " , ' : ; a | . | 
g Oe Regain Cue eee nae Aan Mi ee 7 ' ° — ’ 
cae = “Sule Fa ee a Lina “ A bse ae rg — ae S, - ~ 
ae “ Lie ft e  = Mads ne een 4 
etre e : : - i 4 - Om, See i ae ’ ‘ Sas - - | | 
ns te en eS ee 5 le _—_ ae a } 
: 3 . | . . ’ | a ~ - x - 
ee } ; a ae) * * ge es. te? oo ¥ Fi 3. a | 
ae ini —— ve > , a | 
bod awe An a ee Pg it ees 
ie 4 _ m3 = . P. : . -_wae ‘ Hopes 
Laps - ™ : = oP oie iss : . : ty i 
- an te a ee P tre 
“igh a me Nllg | | 
Pog 
; 
: 
Rey re 
pea | 
irae 
TEED 
La) Fer 
eo 
Phe TS Mee i 
a ‘fg j 
<P - % 
* ; ee | 
; 
rt 5 ee 
ee 
jane el 
et : 
oe 
volte al | 
re bs 
a te sc 
Ait me 
tee | | 
Felts huss ee | 
ee | 
= = © 
ee See 
ie 
ede, : 
ee ies Po 
ae # 
Rt, octal : 
ae a wie S Fe ere aE aie Se ER ssl , ; : - 7 — 
mare Uo ae 
oe ae 
ae ae 
Pe me i eo 


Columns upon columns of it... page after page of it! All of it the 
solid experience of thousands of advertisers—backed by dollars 
and proved by results. 

The evidence is contained in any issue of the Los Angeles Times. 

During 1957, national and local advertisers bought $44,681,441.00 
worth of space in The Times— the newspaper that reaches far more 
Los Angeles homes, delivers far more upper-income families, sells 
far more products and services, and produces far more sales per 
advertising dollar. 


ae Sb laa ls 2 pean ‘pein ge Os ve, A), 


May we offer you $44,681,441.00 worth of research...free? 


This is research-in-action. Hard cash invested in the paper that 
now carries half the total advertising linage, more than half 
(51.4) % of the total retail linage in Los Angeles— and more depart- 
ment store and more classified advertising than the other three 
metropolitan newspapers combined. The Times is first in 100 of 
Media Records’ 114 linage classifications. 

Why spend money for a research study that any issue of the 
Los Angeles Times will give you free: The Times is first by far 
in sales power in Los Angeles. 


First in the nation’s No. 2 market Los Angeles Times 


Represented by Cresmer and Woodward, New York, 
Chicago, Detroit, Atlanta and San Francisco 
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JUST TAKE A CARD 


...any card 


Each card represents one of 
Farm Store Merchandising’s 
readers—-tabulated information 
on the kinds of goods he sells to 
his share of the $22 billion agri- 
cultural industry. Want to know 
more about him? 


For information, see BPRD Clas- 
sification 44A or write: 


, 
-~=--4 
MERCHANDISING 


THE MILLER PUBLISHING CO. 
Box 67 Minnecpolis 40, Minn. 


STOR 


Another thinly disguised WJR success story 


Seagram Boosts Caan 

Alfred Caan has been appointed 
national display manager of the 
House of Seagram, New York, a 
new position. Mr. Caan will co- 
ordinate the company’s display 
personnel and the display installa- | 
tion companies that service all Sea- | 
gram divisions. He joined the com- 
pany in 1935 and was previously 
manager of the company’s display 
and installation department in 
metropolitan New York. 


Revlon Hits New Highs 

Revlon Inc., New York, reports 
new highs in sales and earnings 
for the first six months of 1958. 
Net sales for the first half in-| 
creased 11.4% to $52,522,000. Net 
profits were up 2.5% to $4,615,- 
000 for the period. Net earnings 
were $1.73 per share, compared 
with $1.69 for the same period last 


year. 


Names Kent Art Director 

Seymour M. Kent has been ap- 
pointed to the new post of cor- 
porate art director of Lehn & 
Fink Products Corp., New York. 
He will supervise packaging and 
product styling for all the com- 
pany’s divisions. Mr. Kent joined 
Lehn & Fink in 1955. 


Harwill Names Parker 

Harwill Inc., St. Charles, Mich., 
manufacturer of Aero-Craft boats, 
has appointed Parker Advertising, 
Saginaw, Mich., to handle its ad- 
vertising. Whipple & Black, Detroit, 
formerly handled the account. 


Axler Joins Animation 

Hal Lawrence Axler, formerly 
with MacLean-Hunter Publishing 
Co., Toronto, has been named 
sales manager of Animation Pro- 
ductions, Toronto. 


Recession, Reschmession! 


Folks in Michigan are still on the go and they’re still 
spending money. A vacation is one of the first places 
where recession-minded people tighten the old belt. 
But hear this! The Michigan Tourist Council got 
close to one thousand replies from one WJR broad- 
cast which included an offer of a vacation guide! 
That isn’t all. This broadcast was made at 8 A.M. 
on a Sunday morning! 


This indicates two things. First, Michiganders are 
spenders. Second, they depend on WJR as a guide 
in their spending. An Alfred Politz survey proved 


WJ 


this when it disclosed that .. . 


in the age group that 


controls 80% of the purchasing power, WJR has 
more listeners than the next six Detroit stations 


combined! 


The best way to chase those recession blues out of 
your business is to have your agency or ad manager 
contact the nearest Henry I. Christal representative. 
He’s the man with all the facts that prove WJR can 
move your product in the Detroit-Great Lakes area 
—the fifth richest market in the country. 


Recession, my eye! 


a DETROIT 


50,000 WATTS CBS 


Radio Programs with Adult Appeal 


Advertising Age, August 4, 1958 


NAB Clarifies Rule 
on ‘White Coat’ Ads 


WASHINGTON, July 29—The Na- 
tional Assn. of Broadcasters 
emphasized last week that medical 
props of all kinds are covered in 
the recent tv code amendment 
which is directed against the use 
of simulated medical people in so- 
called “white coat” commercials. 

In a brief statement clarifying 
the scope of the “white coat” regu- 
lation, tv code review board Chair- 
man Roger W. Clipp said: 

1. The ban precludes any ap- 
pearance in ads of actors portray- 
ing physicians, dentists, or nurses 
even though such portrayals are 
visual only. 

2. The use of any props or set- 
tings which might give the impres- 
sion that the individual speaking 
could be a member of the medical, 
dental or nursing profession, when 
in fact he is not, is not acceptable, 
regardless of intent. 

He pointed out, however, that 
reference by an announcer to com- 
prehensive scientific research, 
studies or surveys, fully supported, 
are not affected by the amendment. 


® Mr. Clipp said the statement was 
issued because of numerous in- 
quiries from stations, networks and 
advertisers. He said NAB recog- 
nizes the need for time to effect 
required changes, and that filmed 
commercials produced prior to 
June 18 may be used until Jan. 1, 
1959. 

He reported that the American 
Medical Assn. and American Den- 
tal Assn. endorse the new rule. # 


New Book Gives Tips on 
Production to Admen 

“Production in Advertising and 
the Graphic Arts,” by David 
Hymes, has been published by 
Henry Holt & Co. The price of the 
376-page, indexed book is $8.75. 

“It is the objective aim of this 
book,” according to the preface, 
“to give a practical working 
knowledge of production to all in- 
terested in advertising, from the 
beginner to the executive in pro- 
duction and management.” The 
book includes glossaries of terms 
used in the various fields of pro- 
|duction, samples of papers and 
|types of illustrations suited to 
each, and typé specimens. 


Biddle Names Rice, Adds One 

Biddle Advertising Co., Bloom- 
ington, Ill., has appointed Royden 
L. Rice an account executive. Mr. 
Rice formerly was a sales pro- 
motion and marketing consultant 
in Chicago. Before that he was 
with Ruthrauff & Ryan. Biddle 
has been appointed to handle ad- 
vertising for Highway Equipment 
Co., Cedar Rapids, Ia., a subsid- 
iary of Kilborn Photo Paper Co. 
Highway makes truck bodies for 
material spreading. Conners & As- 
sociates, Aurora, IIl., formerly 
handled the account. 


Field Names Guldager A.M. 
Carl D. Guldager, public rela- 
tions manager of Marshall Field 
& Co., Chicago, and its suburban 
stores, has taken on the additional 
duties of advertising manager of 
the stores. The duties of adver- 
tising manager were handled by 
Jack Utes, formerly vp and sales 
promotion manager. Mr. Utes has 
moved to Frederick & Nelson, 
Seattle, a division of Marshall 
Field, as vp and assistant general 
merchandising manager. 


Atlantic Sponsors TV Show 

Atlantic Refining Co., Philadel- 
phia, has added its home city as 
the 35th major market in which 
the company sponsors a tv weath- 
er show. Atlantic will use the 6:35 
p.m. to 6:40 p.m. time slot on 
WCAU-TV. N. W. Ayer & Son is 
the Atlantic agency. 
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Announcing... 


A Consolidation of 3 Long-Established Processed Food Publications 


combining their years of experience, resources and talents under the NEW name, CANNER / PACKER 


The coverage of ALL THREE in the 
$6 Billion Processed Food Market 
ina SINGLE Publication 


The CANNER/PACKER! A new name. New 
styling. New headline treatments. New depart- 
ment heads. New features. A new publication 
that combines the “know-how” of three expe- 
rienced staffs, with El Stark of Western Canner 
& Packer as editor; Mel Carlson of Food 
Packer as general manager; Dennis Murphy 
of Food Packer as managing editor; Walter 
Clissold of Canner & Freezer as Eastern editor, 
Leo Livingston of Western Canner & Packer 
as Northwest editor and Wilbur Gould of Food 
Packer as technical editor. Regional corre- 
spondents complete the picture. 


CANNER/PACKER will deliver to adver- 
tisers well over 90% of the buying power in 
the $6 billion processed food industry. It will 
deliver maximum coverage of all segments of 
the market—canned, dry, frozen and glass 
packed foods, including processors of the 
latest “heat and eat” packaged, precooked 
and prepared entrees, meals and specialties. 
CANNER/PACKER will penetrate to all fac- 
tors with buying influence—management, pro- 
duction, field or raw product supervisors, 


technologists, traffic managers, sales execu- 
tives, warehousing and packaging managers, 
etc. CANNER/PACKER will serve the total 
industr:" as a one-stop information center—a 
single sales promotion medium for advertisers. 


Remember the new name: CANNER/ 
PACKER. Remember the date of the first 
issue: OCTOBER, 1958. And remember, too, 
the fact that this new publication, this new 
“sales package” will enable you to present 
your sales-story to the total processed food 
market at ONE cost! Here is simplified selling 

. intensified selling . . . directed to all of 
the major buying factors in the food process- 
ing field .. . CANNER/PACKER geared to 
serve the fast-growing, ever-changing proc- 
essed food market . . . the publication that 
can put you out in front, sales-wise. 


Be sure to get your complete sales story into 
the issue that the entire processed food indus- 
try is looking forward to—the big New First 
issue of CANNER/PACKER to be published 
in October. 


write ... wire... phone for new Data File, Circulation Statement, Rate Card. 


CANNER /PACKER ; 


totally dedicated to serving canned, dry, frozen, glassed food processors 
TRIAD PUBLISHING CORP. 59 EAST MONROE ST. + CHICAGO 3, ILL. + Financial 6-7788 


Elverton Stark, NEW YORK 17,N. Y. 
Editor 370 Lexington Ave. 
MuUrray Hill 3-8333 


SAN FRANCISCO 5, CALIF. 
500 Howard St. 
EXbrook 7-1881 


Melvin Carlson, 
General Manager 


PACKER 


CANNED 6@ «(ORY @ 6MROHIN © (CLASS 


First Issue: OCTOBER, 1958 
Standard 7” x 10” Format 


Two Editions— 


National over 6,200 Paid. 
Western over 2,100 Paid. 


(According to preliminary count) 


Stronger, More Influential 
Businesspaper 


A bigger magazine . . . a better magazine... . 
more and better editorial features . . . better 
readership for advertisers. 


Better Coverage of Market 


Serving all segments of processed food market— 
canned, dry, frozen and glassed food processing, 
including the newest prepared and specialty con- 
venience foods. 


Increased Sales Effectiveness 


Sells the whole processed food team—manage- 
ment, production, field or raw product super- 
visors, technologists, traffic managers, sales 
executives, warehousing and packaging managers. 
Only magazine that serves this industry fully and 
completely, without waste circulation. 


Selling ONLY to the West? 


Manufacturers and distributors operating 
within the confines of the Western States and 
national advertisers who also use space in the 
regular national edition can buy space in 
the Western edition published as Western 
CANNER/PACKER. High coverage. No 
waste. Write for particulars today. 
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Scott Sales Hit New High 


LaUVW S.N3IWSLYOdS OIG SHL | Sales of the Scott Paper Co., 


Ni JDN3NIANI OIG JSHL | Chester, Pa., sect a new high for 

| the first six months of 1958. Net 

“poo 81 889U18NG a4JYMN pjay §, uaulz10ds 9Y} Ul AapDda] | sales were $141,652,282 compared 
Oe 904 | with $139,471,317 for the first half 

ay} 0} 4 dn Gut 49°] aad 89] ps anoht daoy OL |of ’57. The increase was achieved 
*IeaA 388] porsed eules 9} jo peoye [Jem st es eur] | by Scott Logage: ong paper “” 

Gs ucts sales whic amount to 

ZUISIIAIBAPS ‘Qog] JO SYIWOUL FYSIO YSIY OY} JOY | $114,555,378, up from $110,199,- 
* puy@a 544 for the same period a year 

ago. Sales of other paper were 

‘svaX QT Ul ysn3ny 4sed1e] puooces — $23,403,581, down from $24,974,- 

. 3ADR 4asn3n 581, while sales of pulp were $3,- 

LOGI JO peoye %C'OT eseuy SUIST}AeApe 4 V 693,323, down from $4,297,192. Net 
‘WW3ULS 8 ATal4 $2 4S|M4 OS4BAO4 SIYE 4D income for the first half amounted 


to $10,861,138, up f 10,782,968. 
yoo] ‘** sesso] eBnuy) Buyysodes soujzpGow ysou Us o$ up from $ 


Van Brunt Ties in with PEMA 
gNISHAA34 Van Brunt & Co., New York, 

i J has affiliated with Societe PEMA, 

| } 4u | Paris. Under the agreement, Van 


Brunt will place U.S. advertising 
for PEMA clients and the French 


ie |agency will do likewise for Van 
| Brunt accounts in France and oth- 


| . : 
|er countries in the European Com- 


mon Market. 


“fs ceuneve 


DISPATCH fl 


seunoee sae 


THE COLUMBUS DISPATCH and OHIO STATE JOURNAL 
ANNOUNCE AN OPTIONAL COMBINATION RATE 


Another important development in the growing Columbus-Central Ohio market—the capital 
of the State, the country’s 29th largest metropolitan market and one of the fastest growing 
areas in the nation. 


THE COLUMBUS DISPATCH—Central Ohio's Leading Home Newspaper, and THE OHIO 
STATE JOURNAL—The only Morning Newspaper in the capital of the State, have moved 
into the same building, and both newspapers are now being printed in the same plant! With 
the resulting production economies, The Dispatch and The Journal can now offer YOU the 
economy of an 


OPTIONAL COMBINATION RATE OF *73c PER LINE 


— delivering 100% coverage of this key market at a milline of $2.80! 


Both newspapers, and the combination, represented by 
O'MARA & ORMSBEE, Inc. 
New York — Chicago — Detroit — San Francisco — Los Angeles 


Ralph G. Hemming 
Manager, General Advertising 


Che Columius Bispatrh OHIO 


founded 1871 founded 1811 
“Effective October |, 1958 (70c per line during August and September)—One order, one mat, one bill. 
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How’s business? 


A 


to Continental's friends in 
(CITY NAME) 


ae) 


Pam) Mamecems wame rae) (ecatiem 


CONTINENTAL € CAN COMPARY 


BRIGHT FUTURE—Continental Can Co. 
is running reassuring ads like this 
in more than 100 newspapers in its 
plant-cities in a campaign tied in 
with the Advertising Cowuncil’s 
“Confidence” project. Batten, Bar- 
ton, Durstine & Osborn is the agen- 
cy. 


‘HM’ Gives Awards in 
Hospital PR Contest 


Cuicaco, July 29—Nine bronze 
plaques—three each, depending on 
hospital size, in three categories 
have been presented in hospitals in 
Hospital Management’s annual 
public relations, annual reports 
and hospital bulletins competition. 

The awards are in honor of the 
late Dr. Malcolm T. MacEachern, 
|“‘who so long and arduously cham- 
pioned better public understanding 
of hospitals.” 


|@ In the public relations category 
bronze plaques were awarded to 
| Louis A. Weiss Memorial Hospital, 
| Chicago; Mount Zion Hospital, San 
Francisco, and Miami Valley Hos- 
pital, Dayton. 


e Plaques in the annual report 
category went to Somerset Hospi- 
|tal, Somerville, N. J.; Decatur & 
Macon County Hospital, Decatur, 
Ill., and Vancouver General Hos- 
pital, Vancouver, B. C. 


The hospitals receiving plaques 
for bulletins or house organs were 
| Orange Memorial Hospital, Orlan- 
| do, Fla.; Scripps Memorial Hospi- 
'tal, La Jolla, Cal., and Western 
Pennsylvania Hospital, Pitts- 
burgh. + 


NRFA Publishes Lehmann’'s 
| Book on Merchandising 

The National Retail Furniture 
Assn., Chicago, has published 
“Merchandising Home Goods,” a 
discussion of retail merchandising 
of home furnishings by Joseph N. 
Lehmann. The book discusses more 
than 120 topics dealing with ac- 
counting, stock control and inven- 
tory phases of merchandising, and 
related operations, activities and 
idea-processing involved in the re- 
tailing of home furnishings. 

Mr. Lehmann, a consultant, writ- 
er and lecturer on furniture store 
merchandising and buying, has 
been with the National Retail Fur- 
niture Assn. for the past two years, 
conducting furniture merchandis- 
ing clinics throughout the country. 
He also has been with Dyers, San 
Diego, and Sterchi Bros., Jackson- 
ville, Fla., furniture retailers. The 
275-page book sells for $12. 


‘Construction Digest’ Expands 
Construction Digest, a bi-weekly 
news magazine covering public 
works in the Illinois-Indiana-Ohio 
area for more than 25 years, is ex- 
panding its coverage area to in- 
clude Kentucky and eastern Mis- 
souri. To do this the magazine will, 
before the end of 1958, put out 
two editions—one serving Illinois 
and eastern Missouri and the oth- 
er serving Indiana, Kentucky and 
Ohio. New ad rates ($230 for a 
one-time b&w page in the eastern 
edition, $190 for the western one) 
will go into effect Jan. 1, 1959. 
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NBP ‘Know-How’ File 
Offers Answers to 
Industry Problems 


WASHINGTON, July 29—National 
Business Publications Inc. an- 
nounced last week that a members- 
only “know-how” file has been 
initiated to provide guidance in 
handling problems that are faced 
by members of the publishing in- 
dustry. 

The files, which are distributed 
from NPB headquarters here, are 
soon to be available on such sub- 
jects as “How to announce rate 
adjustments,” “How to promote 
special issues,” “How to prepare 
media data,” “How to blueprint 
expanded quarters,” “How to an- 
nounce change of address” and 
“How to merchandise editorial 
content.” 

The association said the devel- 
opment of the files is part of an 
effort to make NBP “the know- 
how center of the business press,” 
and is in accord with an action of 
the board of directors. 

The announcement said “know 
how loan files’’ will be available 
to member-publishers at no cost 
other than mailing. # 


James D. Woolf Returns to 

Santa Fe as Consultant 
James D. Woolf, noted adver- 

tising writer and ADVERTISING AGE 

columnist, has re- 

turned to Santa — se 


‘ 


Fe, N. M., after 
a five-year so- 
journ in New 
York and Chica- 
go, and is mak- 
ing his perma- 
nent headquar- 
ters at 511 E. 
Palace Ave. in 
that city. 

Mr. Woolf 
plans to continue 
his business as a consultant on 
plans and copy, working with ad- 
vertisers and agencies throughout 


James D. Woolf 


Schmick, Lincoln Join Colgate 
Colgate-Palmolive Co., New 
York, has appointed William M 
Schmick, formerly automotive 
products manager of S. C. Johnson 
& Son, to the new post of new 
products manager, household prod- 
ucts division. Gregory T. Lincoln, 
formerly with Crosley Broadcast- 
ing Corp., has joined Colgate as 
assistant director of the television | 
and radio department, succeeding | 
Phil Barnes. 


Exquisite Form Sets Drive 

Exquisite Form Brassiere Inc.,| 
New York, will launch the heaviest | 
spot tv and co-op newspaper ad-| 
vertising campaign in its history 
Aug. 15 for Just a’just, the com- 


The CHARLESTON Market Is 


the U. S. 


Magazine Club of S. F. 
Forms, Elects Officers 


The Magazine Club of San Fran- | 
cisco was formed July 22 by 44 
charter members, consisting of 
space representatives from con- 
sumer, farm and business publica- 
tions. The group was formed to. 
“further the interests of the ad-| 
vertising business and to increase 
the prestige and influence of mag- 
azines.” 

Officers elected are Don Mik- | 
kelsen, National Geographic Mag- 
azine, president; Miles Dooher, 
Townsend, Millsap & Co., vp; Rich- | 
ard Mann, The New Yorker, secre-| 
tary, and Lewis Vogler, Conaway, | 
Klaner & Vogler, treasurer. 


‘Newsweek’, ‘Boys’ Life’ 
Boost 1959 Rates, Bases 
Newsweek, New York, will in- 
crease its advertising rates next 
January and again in October, 
1959. Effective Jan. 5 the b&w page 
rate will be $6,465, based on cir- 
culation of 1,225,000. In October, 
Newsweek will charge $6,595 per 
b&w page, based on a guarantee of 
1,250,000. The current rate is $5,- 
985, based on net paid of 1,238,638. 
Another magazine which has an- 
nounced an upcoming rate increase 
is Boys’ Life, which in January 
will charge $5,780 per b&w page, 
based on a new guarantee of 1,- 
800,000. Current rate is $5,100, with 
a rate base of 1,648,019. 


U.S. Electric to Rader 

U.S. Electric Mfg. Co., New York, 
has named Kenneth Rader Co., 
New York, to handle advertising 
for Usalite flashlights and bat- 
teries, reportedly a $100,000 ac- 
count. The company previously 


was a direct advertiser. 


pany’s new adjustable bra. Ex- Sell CHARLESTON And You'y 


quisite Form will use one-minute | 
daytime and evening tv spots in| 


50 markets 
Advertising 
account. 


for the drive. Gre: | 
Agency handles the | 


Oscar Smiel, 
Intaglio’s Vice President 
in Charge of Manufacturing 


I's a matter “a 
of time and taste." 


Gravure processing calls for many 
skills, types, trainings and temperaments, 
abilities and knowledge—but basically it’s 
a matter of time, taste, and judgment! 


At Intaglio, our technical craftsmen ~ 


have these three fundamental qualities 
developed by years of experience. Our 
Intaglio cameramen, printers, etchers, 
finishers, and proofers know that only 
the best production is good enough for 
your gravure! 

More than two decades ago, Intaglio 
first established—and still maintains— 
the reproduction standards in gravure 
publications. It has continually devised 
better techniques, and developed much 
of the most modern equipment we use. 
And it is the leader in research studies 
—the servicer holding the first charter 
membership in Gravure Research, Inc. 


Intaglio is recognized for its quality 
at every step in gravure, And Intaglio is 
easy to use—we take your original art 
and copy, make color separations, deliver 
full value positives and provide final 
proofs for your approval and guidance 
of the printer, 


Besives our fine craft production for 
publishers and gravure advertisers, we 
process top quality packages, labels, 
cartons, and wrappers for printers in the 
packaging field. 

To assure finest results in gravure, 
entrust your production to Intaglio. With 
morethan four hundred skilledcraftsmen, 
four plants in New York, Chicago, Detroit, 
and Cincinnati... Intaglio delivers the 
best in gravure! Our six offices are at 
your service. Call us today! 


Intaglio SErViCe corPorATION 


America’s First Gravure Servicers 


305 East 46th St.. New York, New York—731 Plymouth Court, Chicago— 
1828 Lewis Tower Bldg., Philadelphia—Intaglio-Cadillac, Inc , 
369 Pine St., San Francisco —1932 Hyperion Ave., Los Angeles —2264 Bogen St., Cincinnati 


0 Hague Ave., Detroit— 


e Sola The Backlog of WEST VIRGINIA 


| Represented Nationally by JOHNSON, KENT. GAVIN & SINDING. INC. 


= 
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45 


West Virginia’s 
No.I Market 
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AGAIN IN MAY 


El Paso was one of nine cities of 128 
Media Record markets to show a gain 
in Total Advertising over the same 
month of last year. 


This is the second month in a row, El 
Paso has been among this select group. 


Che Zl Paso Times 
Morning and Sunday 
E] Paso Herald-Post 


i~ 


1958 Population, Sales 
and €. B. 1, (Gains) 


Grocery Sales 


Eat 


Drug Store Sales 


Charles Stuart, 74, 
‘E&P’ Publisher, Dies 


| New Yorx, July 30—Charles T. 
| Stuart, 74, publisher and treasurer 
|of Editor & Publisher, died yester- 
|day of cancer of the spine at 
Huntington Hospital, Huntington 
IN. Y. 

| Associated with Editor & Pub- 
| lisher since 1931, Mr. Stuart served 
under James Wright Brown, now 
board chairman, from whom he 
had obtained his first job 55 years 
ago as a clerk in the circulation 
department of the Louisville Her- 
ald. Mr. Brown at the time was 
general manager of that news- 
paper. Mr. Stuart became circula- 
tion manager of the Herald before 
he left Louisville in 1912 to enter 
the department store field in New 
York. 


s He was assistant merchandise 
manager of Lord & Taylor here in 
1912 and 1913, and then moved to 
Buffalo as vp and treasurer of 


ABC. Audit Dec. 31. 1957 


METROPOLITAN WORCESTER COUNTY 
MARKET 


587,000 
$649,594,000 
$168, 405,000 

| $1,099, 790,000 

$20,856,000 * 


Source: Sales Management Survey of Buying Power, May 1958 
“Drug. Sales wil eualady mr oe acmantn 


% Increase 
since 1950 


UP 75% 
UP 58.5% 
UP 26.6% 
UP 534% 
«UP 88.1% 
UP 105.8% 
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J. N. Adam & Co. From 1915 to 
1920 he was president of the Sure- 
ty Coupon Co., New York. From 
1920 through 1924 he was presi- 
dent of Empire State Finance 
Corp., and for the next four years 
was vp and general manager of 
Joseph Wild & Co., a financial 
house. From 1928 to 1930 he was 
vp of the American Piano Co., and 
the following year joined Editor & 
Publisher as advertising director. 

In 1941 he became general man- 
ager of the publication, and served 
also as a director, secretary and 
treasurer. In 1948 he was elected 
publisher and treasurer. 

Mr. Stuart was a member of the 
Advertising Club of New York. 


HARRY V. DUFFY 

PHILADELPHIA, July 29—Harry V. 
Duffy, 60, a vp and director of 
Chilton Co. and head of its printing 
division, died July 19, after a short 
illness. 

Mr. Duffy began his career in 
printing in 1912 with the Federal 
Printing Co., New York, which la- 
ter became part of Chilton. He was 
one of the original members of 
Printing Industries of America 
Associates and was one of the 
founders of the Printing Industries 
of Philadelphia. He was well 
known in matters pertaining to 
labor relations and negotiation in 
the printing industry. 

One of his three sons, Richard A.., 
is with Chilton as representative 
in Cleveland for one of its publi- 
cations, Gas. 


BURTON HOLMES 


HoLLywoop, July 29—Burton 
Holmes, 88, globe-trotter, lecturer 
and creator of the “travelog,” died 
July 22 after a long illness. Mr. 
Holmes was a native of Chicago 
and had retired in 1950. 

For more than 60 years Mr. 
Holmes used photographs to illus- 
trate his travel lectures, starting 
with lantern slides in the early 
1890s and switching to motion pic- 
tures in 1897. 

His famed travelogs, or portions 
thereof, were frequently bought 
(following their initial showings) 
by advertisers for sales promotion 
purposes. 


ALBERT D. S. PALMER 

New York, July 29—Albert D. S. 
Palmer, 76, retired advertising 
manager of National Sugar Refin- 
ing Co., died July 19 at his home in 
White Plains, N. Y., after a short 
illness. 

Born here, he was graduated 
from Cornell University in 1902 
and from the Cornell law school in 
1904. After practicing law for a 
time he joined National Sugar Re- 
fining Co. in 1912 and became 
advertising manager about 1922. 
He retired in 1942. 


ARTHUR W. WEBER 

Totepo, July 30—Arthur W. 
Weber, 62, president and general 
manager of Radio Station WOHO, 
died July 20 in St. Luke’s hospital. 
He was a lifelong resident of To- 
ledo and was active in business, 
professional and charitable fields. 

He was president of the To- 
ledo Bar Assn. and had been pres- 
ident of the Lutheran Welfare 
Council of Ohio. He was on the 
board of the Salvation Army, the 
Lutheran Welfare Service and the 
Toledo Council of Churches. 


FRANK WOLSTENCROFT 
CAMDEN, July 29—Frank W. 

Wolstencroft, 52, director of adver- 

tising and sales promotion of Es- 


The Worcester 


TELEGRAM ano GAZETTE 


WORCESTER, MASSACHUSETTS 
MOLONEY, REGAN & SCHMITT, Inc. 


National Representatives 


terbrook Pen Co., died July 17. 

Mr. Wolstencroft joined Ester- 
brook 24 years ago as advertising 
manager. He was named director of 
advertising and sales promotion 
five years ago. Before joining Es- 
terbrook he had been with N. W. 
ri fica Ayer & Son and with Pierce Phelps 
SAI? id i aa Inc. 


| ownens oF RADIO STATION WTAG AND WIAG-PM 
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Aubrey A. Burrows, 
Canadian Publisher, 
MacLean VP, Dies 


Toronto, July 29—Aubrey 
Acton Burrows, 70, vp of Hugh C. 
MacLean Publications Ltd., and 
president of Acton Burrows Ltd., 
publisher of Canadian Transporta- 
tion, died here July 25 at Wellesley 
Hospital, following an operation. 

Born in Winnipeg, he was the 
son of Acton Burrows, newspaper 
editor and publisher, and Mani- 
toba’s first Deputy Minister of 
Agriculture, who founded Canadi- 
an Transportation in 1895. 


# Aubrey Burrows, after gradua- 
tion from MHarboard Collegiate 
Institute, was associated with the 
Bank of Montreal in Hamilton and 
Toronto until 1908 when he joined 
his father in the publishing busi- 
ness. He became president of Acton 
Burrows Ltd. in 1948 following his 
father’s death. 

In 1953, he was elected a vp and 
director of Hugh C. MacLean Pub- 
lications. He was a director of the 
Canadian National Newspapers & 
Periodical Assn. and the Business 
Newspapers Assn., and served as 
president of the latter from 1939 
to 1942. He was active in the 
Canadian Transit Assn., and 
served for a number of years on 
the association’s advisory council. 
He was also a member of the So- 
ciety of Automotive Engineers, the 
Toronto Club, and the St. James 
Club of Montreal. 


ELISHA S. CHAPIN JR. 

New York, July 29—Elisha S. 
Chapin Jr., 38, advertising sales-| 
man since 1950 in New York and_| 
New England for Electrical World, | 
died July 19 of a heart attack at | 
his home in Middletown, N. J. 

Born here, Mr. Chapin was grad- 
uated from the New York Univer- 
sity school of commerce in 1940. 
He joined McGraw-Hill Publishing | 
Co. in 1948 as a direct mail sales- 
man in its Philadelphia office and 
was transfered to the sales staff 
of Electrical World in 1950. 


RICHARD P. HILDRETH 

New York, July 29—Richard P. 
Hildreth, 64, who retired June 1 
as overseas advertising coordinator 
of Standard Oil Co. of New Jersey, 
died July 2% in White Plains Hos- | 


4 i THIS SOFT 
DRINK TASTES GOOD!” 


WGN-TV commercials get results 
because WGN-TV programming 
keeps folks watching. For proof, 
let our specialists fill you in on 
some WGN-TV case histories and 
discuss your sales problems. 


Put "GEE" in your Chicago sales with 


WGN-TV 


Channel 9—Chicago 


pital after a brief illness. 

Born in Wheeling, W. Va., Mr. 
Hildreth attended the University of 
Wisconsin. In 1922 he joined the 
foreign sales department of Stand- 
ard Oil Co. and in 1930 was named 
assistant head of the department. 
Ten years later he was appointed 
advertising and sales promotion 
coordinator of the Latin American 
division. In 1949 he was made head 
coordinator of the company’s over- 
seas advertising and sales promo- 


tion. He retired June 1 because of| tributed on a “franchised circula- 


ill health. 


Industrial Publishing 
Plans New Magazine 

Industrial Publishing Corp., 
Cleveland, plans to issue a new 
magazine in the specialized area 
of power transmission starting 
Jan. 1. 

The one-time, b&w page rate will 
be $585. The monthly, Power 
Transmission Design, will be dis- 


tion” basis. 


Horsey Division Names Griggs 

T. W. Griggs has been appointed 
marketing manager of the Horsey 
division of Salada-Shirriff-Horsey 
Inc., Toronto. Mr. Griggs will be 
in charge of sales of Florida citrus 
products processed by Horsey at 
Plant City, Fla. He formerly was 
vp and general manager of Orange 


|Crystals Inc., Plant City. 


47 


GOOD NEWS 


for every sponsor or producer of 
films, TV commercials and pro- 
grams, trade shows . . . the Inter- 
national Screen Production Hand- 
book that tells who’s who, where’s 
what and for how much in every 
important production center. For 
details write 507 Fifth Ave., New 
York 17, N. Y. 
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You can sell 
The Cleveland PLAIN DEALER 


The only Cleveland Newspaper that sells the city and the 26 adjacent counties 


Here’s how the 
Cleveland Market 
sells 4 


What single 
compact market 


each of 


36 entire states / 
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RETAIL SALES IN CLEVELAND AND ADJACENT COUNTIES* 
CLEVELAND 26 ADJACENT rorat ~ 
COMMODITY CUYAHOGA COUNTY COUNTIES (000) 
(000) (000) 
Total Retail Sales $2,336,394 $2,030,071 $4,366,465 
Retail Food Sales 589,775 510,796 1,100,571 
Retail Drug Sales 88,498 55,405 143,903 
Automotive 435,242 430,796 866,038 
Gas Stations 146,580 176,027 322,607 
. Furniture, Household Appliances 125,120 104,022 229,142 
(Source, Sales Management Survey of Buying Power, May 10, 1958) 


*Akron, Canton and Youngstown’s Counties are not included in above Sales, 
Represented by Cresmer & Woodward, Inc., New York, Chicago, Detroit, Atlanta, San Francisco, Los Angeles. Member of Metro Sunday Comics and Magazine Network, 
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Advertising Age's First Workshop on Creativity in 
Advertising Draws Overflow Crowd of 350-Plus 


Snyder Norins 


THE FACULTY—AII the gentlemen pictured here were on the Creative Workshop “faculty” 
and all delivered “lectures” at one session or another. The lady is Henrietta Kieser, 
of Bozell & Jacobs, who is receiving the “Golden Ear” award from Hanley Norins, 
Young & Rubicam. The other men include Kenneth C. T. Snyder, Needham, Louis & 


Boxter Kieser 


Tannenbaum 


Sweeney Freberg Norins Cone Gibbs 


Brorby; Jack Baxter, Creative House; Percy H. Tannenbaum, University of Illinois; 
Kevin Sweeney, Radio Advertising Bureau; Stan Freberg, Freberg Ltd., Hollywood; 


Fairfax M. Cone, Foote, Cone & Belding, Chicago, and William Gibbs, M-G-M Studios, 
Hollywood, 


Brown Bonk Roman Pinson Waggaman Johnson Olsher McBride 


INFORMALLY—In a post-speech discussion James H. Brown of James H. Brown Studios, 
Chicago, talks with Bob Bonk, J. Walter Thompson Co., Chicago; George Roman, Ro- 
man Advertising, Baltimore; Paul Pinson, Paul Pinson Studios, Chicago; L. Waggaman, 
Van Sant, Dugdale & Co., Baltimore; Wilbur Johnson, Mead Johnson & Co., Evans- 
ville, Ind., and Rubin Olsher, Hollywood V-Ette Vassarette Co., Hollywood. Chatting 


Armbruster 


Menzies King Templeton Grossman McNoldy 


over lunch are Robert McBride, Container Corp. of America; Walter Armbruster, 
D’Arcy Advertising; Rodgers Menzies, Brick Muller & Associates; W. L. King, Ac’cent 
International; Robert Templeton and Burton Grossman, Keebler Biscuit Co.; James 
McNoldy, Howard Swink Advertising Agency, Marion, O., and Robert Ingalls, Waldie 
& Briggs, Chicago. 


Pierce 


Crowe 


Davies Swanson Wolf Duringer Chodorkoff 


TAKE TEN—Relaxing between business sessions at the ADVERTISING AGE Summer Work- 
shop on Creativity in Advertising are Charles Crowe, D’Arcy Advertising; Patricia 
Pierce, Brick Muller & Associates; Haydn Davies, McCann-Erickson; D. E, Swanson, 
International Minerals; Geraldine Wolf, Mumm, Mullay & Nichols; Jeannette During- 


Smith Hendell Levy Root Douglass Cundall 


er, Roche, Rickerd & Cleary; Seymour Chodorkoff, DWG Cigar Corp.; Betty Stuart 
Smith, J. Walter Thompson Co.; Magnus Hendell, Bayuk Cigars Inc.; Larry Levy, 
Old Reading Brewery; Robert Root, Botsford, Constantine & Gardner; Arch Douglass 
Jr., Rainier Brewery, and Alan W. Cundall, Botsford, Constantine & Gardner. 
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Eckerstrom Brown Hess Van Praag Britt Bernstein 


AT THE ROSTRUM—Creative lights at the AA Creativity Workshop included Daniel Mich, Productions, New York, and organizers of the summer workshop, Dr. Steuart H. 
Look; Ralph Eckerstrom, Container Corp. of America; James H. Brown, James H. Britt, Northwestern University, and Sidney Bernstein, editorial director of Apvertis- 
Brown Studios, Chicago, and model Marilyn Hess; William Van Praag, Van Praag ING AGE. 


Joseph Fry Moore Wilson Curphey Hill Brown O'Meara Tyler Armstrong Cunningham 


CREATIVE CONFAB—Pictured at the creative seminar are Albert Joseph, AP Parts Corp.;  vertising, and T. C. Brown, Shamrock Oil & Gas Corp. Discussing a Borg-Warner ad 
! Nate Fry, Quality Advertising; Joseph E. Moore, Joseph Horne Co.; John Wilson, Gard- are Norton O’Meara, J. Walter Thompson Co.; Bill Tyler, Benton & Bowles; Andrew 
ner Advertising; Don Curphey, McCormick Advertising Co.; Harry Hill, Gardner Ad- Armstrong, formerly Leo Burnett Co., and John Cunningham, Cunningham & Walsh. 


i BROADCAST DAY—Hooper White (left), J. Walter Thompson Co., speaks at the Ampex of the Ampex machine setup in the WGN-TV studios. Stan Freberg of Freberg Ltd. 
videotape session as panelists Markham, Hauser and Breister listen in the background is seen in the next photo as he gives some tips on how to create good radio commer- 
(the right hand picture gives a closeup of the panelists). The next picture shows a view  cials, following his talk, 
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FEATURES—Workshop attendees turned out in strength for sessions at the Edgewater & Coe, New York; Norton O’Meara, J. Walter Thompson Co., Chicago; Bill Tyler, Ben- 
Beach Hotel (left) and for a special program at WGN-TV’s studios (center). The lead- ton & Bowles, New York; Andrew Armstrong, formerly Leo Burnett Co., Chicago, and 
off event Saturday featured ad-judging panelists (left to right) Walter Weir, Donahue John Cunningham, president of Cunningham & Walsh, New York. 
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‘Innovation-Minded’ Families Key Group 
in Appliance Sales Pictures: Eva Mueller 


(Continued from Page 2) 
goods. This interest contributes 
both to rapid replacement of con- 
ventional appliances, such as 
ranges and refrigerators, and to 
initial use of newer equipment, 
such as air conditioning or deep 
freezers. 

University of Michigan inter- 
viewers asked 855 urban families 
about their interest in new fea- 
tures of household goods. A year 
later they checked actual pur- 
chases by these families. Among 
those who owned late model re- 
frigerators in good condition at 
the beginning of the study, pur- 
chases of new models were three 
times as high among those who 
expressed interest in new product 
features. 

“It is difficult to explain these | 
replacement purchases for any) 
other reason than an interest in| 


new product features,” Dr. Muel- 
ler said. 


s Others whose writings appear 
among the 30 articles in the book 
are Wroe Alderson, Robert J. Eg- 
gert, Robert Ferber, Milton Fried- 
man, Eric Larrabee, A. C. Nielsen 
Jr., D. M. Phelps, David Riesman, 
Samuel Stouffer, Alfred Politz 
and Sol Tax. 

The book is the third volume 
issued by Consumer Behavior 
Inc., a non-profit organization es- 
tablished by a group of social sci- 
entists to promote research on 
consumer behavior. + 


Maxon to Change Location 

The Chicago office of Maxon 
Inc., after 10 years at 664 N. Rush 
St., will return to its former loca- 
ition in the Palmolive Bldg. by 
| Sept. 1. 


Department Store Sales... 


3% Gain in Week Ending July 26 


WasHINGTON, July 30—Depart- 
ment store sales across the nation 
for the week ending July 26 were 
3% ahead of sales for the similar 
week of 1957, the Federal Reserve 
Board reported today. 

For the four weeks ending that 
date sales were 3% ahead of the 
previous year and sales for the 
year to that date were 2% behind 
the same period of last year. 


® Three of the 12 FRB districts re- 
ported losses for the week: Cleve- 
land, 2%; Chicago, 4%, and Min- 
neapolis, 6%. The remaining dis- 
tricts reported gains: Boston, 7%; 
New York, 2%; Philadelphia, 5%; 
Richmond, 7%; Atlanta, 6%; St. 
Louis, 3%; Kansas City, 10%; Dal- 
las, 11%, and San Francisco, 1%. 
A detailed breakdown of dis- 


trict sales for the July 26 week will 

be available next week. For the 

previous two weeks sales broke 
down as follows: 

% Change from ‘5? 

Week Ending 


Federal Reserve July 
District, Area, and City 12 19 


UNITED STATES ......0.-0000000 +5 +2 
Bosten District .................-..- +7 +4 
Metropolitan Areas 
WRGWOOR  csesvrenierennvcccsccneveeseenecsees +8 +17 
Downtown Boston + 6 +-19 
Suburban Boston +11 +14 
Cambridge . +12 +15 
Quincy .... +14 +14 
Lowell .. +12 +5 
City 
Springsield ............cccvre +2 +4 
New York District ................ +7 +6 
Metropolitan Areas 
TID ccaresesapectscrecesnsininsicnensesas 0 0 
New York-N.E. 
+7 
+4 
+1 
r— 5 +8 
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Department Store 


Sales Barometer 


Change from 1957 


Week Ended 
July 26, ‘58 


3% 
-2% 


Jan. 1, ‘58 to 
July 26, ‘58 


SYTACUSE  ...-0eee.ereserseere -_ +8 +4 
Philadelphia District -~ +7 +? 
Metropolitan Areas 
Wilmington ............. . +18 +11 
OND, ~ ccasnscsicticniveecrecibibstwntes —1 + 6 
T_T OC Cen +37 +21 
Philadelphia + 6 +8 
Reading ......... o +1 +3 
Re satenieieenitnvesnseszes +15 +17 
Wilkes-Barre—Hazleton . + 7 +3 
Cleveland District ................ r+ 4 —!1 
Metropolitan Areas 
L@XIM Btn ......cnesecseceeneeeeesernes —2 — 6 
Akron —-¢ —9 
GIN | iatertercieerieistnranssesenine —1 —9 
Ci 4 ti +19 —2 
Cleveland ..... a eo —3 
Downtown Cleveland .. vind —7 —13 
COLUMBUS orecececcveeeseensevenneennee +2 +8 
Sprimg™s*ield  ..........ccc-eceeeseees —2 —3 
» &s wh —1 —l1 
BIO snctiisieictioetinlidioialliebtintanesss —5 0 
PRR nnsereerceeers. e000 +12 +1 
Downtown Pittsburgh ... +12 +1 
Wheeling-Steubenville .. + 9 +6 
Richmond District .................. +10 +3 
Metropolitan Areas 
Washington +3 
Downtown Was +2 
a +4 
Downtown Baltimore ... r— 9 +1 
PIII sretttoscincennstnsinecsercescee +3 0 
Atlanta District ...................... +2 r4+6 
Metropolitan Areas 
Birmingham ...........0.0..0. + 2 +1 
Mobile +9 
Jacksonville +9 
Miami +2 
Downtown Miami ............ r+ 6 +1 
— Sedaecocnrioinseasiqveen SURGE bd 
—l1 +4 
hon Orleans .... —9 —3 
Knoxville ........... —7 +1 
Chicago District .......0000....... 4+ 4 —2 
Metropolitan Areas 
| I CG +7 —1 
Indianapolis 2.0... +1 —5 
EE Seed +1 —4 
Grand Rapids - +4 +1 
Milwaukee ......... ~ —S —2 
St. Leuis District . - —2 — 5 
Metropolitan Areas 
Little Rock .... -— 1 + 6 
Louisville .. —2 +2 
St. Louis .... .~ —6 —5 
Memphis ............. - +6 —6 
Minneapolis District ............ 0 ° 
Metropolitan Areas 
Mpls.-St. Paul .................... +1 0 
Mpls. and Suburbs ........ +3 +1 
| a 4 —2 
Cities 
Duluth-Superior .................. — 1 — 6 
Kansas City District ........ +2 +1 
a Areas 
a 14 
IID Sciphaceipandetinieistavsscortnnie he 3 ” 
Wichita ............. —12 —15 
Kansas City — 5 —15 
St. Joseph ......... +16 —12 
Albuquerque tines +13 +17 
— weave r— 5 —7 
_ Saee sags 1 
an 413 +1 
—14 
—9 
—4 
+ 5 
—4 
—23 
4 
San Francisco District ........ ; 2 Hie ® 
Metropolitan Areas 
Los Angeles-Long Beach 0 + 2 
Downtown Los Angeles — 3 —7 
Westside Los Angeles ...... —16 0 
Sacramento .0.0.......ccceceseeseseee — 6 —5 
ME: SUID: Lidcdiceumapicserccctsionse +2 0 
San Francisco-Oakland . + 2 +3 
San Francisco City ......... +1 +1 
IN hitessicininmedviicsinn —1l4 —9 
Portland +12 +4 
Salt Lake City - +5 -- 4 
Seattle 2... . + —8 
Spokane .. pees +8 +17 
SEI dikastidaidiatasnebitakinenigies +6 —6 
r—Revised. *Data not available. 
Sebastiani Ad Campaign Set 


After more than two generations 
of wine making, the Samuele Se- 
bastiani Winery, Sonoma, Cal., has 
announced plans for its first major 
ad campaign. One-column ads will 
appear in the central edition of 
Sunset Magazine in the August 
through December issues. The ads 
will be backed by extensive mer- 
chandising to northern California 
grocers, package stores and res- 
taurants. Levinger Advertising 
Agency, Santa Rosa, is the agency. 
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Drive a 
VOLVO today... 
compare 
it feature 
by feature 
with any car in 
its price range... 
and you'll see why 
they say 
“One & 
try—and you'll buy” 
fem szaV OLVO 


~ 


SPORTS CAR PERFORMANCE + BIG CAR COMFORT AND 
SAFETY - 85 HP—MOST POWERFUL CAR IN ITS CLASS - 
DUAL ECONOMY CARBURETORS - ALi WELDED SWEDISH 
STEEL BODY + EXTRA LARGE TRUNK + SOFT COIL SPRINGS, 
FRONT AND REAR - EXTRA POWERFUL NON FADING BRAKES 
+ EVERY CAR ROAD TESTED + FACTORY BALANCED WHEELS + 
WHITEWALL TIRES STANDARD EQUIPMENT + NON STALLING 
ELECTRIC WINDSHIELD WIPERS + OVER 30 MILES PER GAL 
LON + 95 MPH TOP SPEED + STANDARD AMERICAN GEAR 
SHIFT (FOUR SPEED TRANSMISSION NOW AVAILABLE AS 
NO. EXTRA COST OPTION) + DEALERS EVERYWHERE — 
IMMEDIATE DELIVERY 


(DEALER'S NAME HERE) 


I. 


HEADLINE PLUS—“Maximum simplic- 

ity,” according to Advertising 

Agencies Inc., agency for Volvo 

Distributing Co., is the key to its 

summer newspaper campaign. The 

ad is currently appearing in major 
U. S. cities. 


Calvert Names Norris Ad 
VP; Promotes Three Others 

E. E. Norris has resigned as ac- 
count executive on Four Roses 
whiskies and gin 
at Young & Rubi- 
cam to join Cal- 
vert Distillers 
Co., New York, as 
vp and director 
of advertising 
and sales pro- 
motion. Simulta- 
neously, Walter 
C. Houghton, 
who formerly 
supervised ad- 
vertising on Cal- 
vert Reserve and Calvert gin, has 
been named advertising manager 
of all Calvert brands. 

‘Benjamin D. Frost, who former- 
ly handled advertising on the Lord 
Calvert brand, has been made as- 
sistant advertising manager on all 
brands, and Leonard Asher, recent- 
ly sales promotion manager on 
Calvert Reserve and Calvert gin, 
has been named sales promotion 
manager for all brands. 


E. E. Norris 


Calkins & Holden Adds Aloe; 
National Distribution Planned 
Calkins & Holden, Chicago, has 
been appointed to handle adver- 
tising for Aloe Creme Laboratories, 
Fort Lauderdale, Fla. Aloe man- 


ufactures cosmetic products in- 
cluding Alo-Creme “Face,” Alo- 
Creme “Body,” “Hands” and 


“Legs” and suntan lotions. 

Current billing is about $200,000 
with the products in three markets 
—Florida, Chicago and Dallas-Ft. 
Worth. Aloe plans to increase its 
distribution market-by-market un- 
til national coverage is achieved. 
Caples Co., Chicago, is the previous 
agency. 


Coady Heads New Reach Oftice 


Douglass Coady, formerly of the 
Chicago office of Reach, McClinton 
& Co., has been named manager 
of the new Boston office opened 
by the agency. The Reach address 
in Boston is 80 Federal St. 


Lundy Appoints Devlin 
John Devlin, formerly with Burns 
& Roe, has been appointed pub- 


and manufacturer of electro-me- 
chanical and electro-hydraulic ac- 
tuators and other electro-mecha- 
nisms. Mr. Devlin will be respon- 
sible for the development of all 
technical publications, advertising 
and public relations. 


Client Elects Agency Man 

A. W. Fargo Jr., vp and director 
of Charles W. Hoyt Co., New York, 
has been elected to the board of 
directors of Brock-Hall Dairy Co., 
New Haven, Conn. Hoyt has been 
the company’s agency since 1950. 
Mr. Fargo has served as a member 
of the company’s marketing com- 
mittee for the past year as well as 
supervising its advertising ac- 
count. 


Penn Fruit Buys Best Market 
Penn Fruit Co., Philadelphia, 55- 


unit supermarket chain operating | 
in five states, has purchased the 22-| 
store Best Market 


purchase of Best Markets is the | 


first time the Penn Fruit chain, 
currently constructing 12 addition- | 
al stores, has expanded by acqui- 
sition. 


Hawaii Ad Assn. Elects 

John McDermott, Vance Faw- 
cett Associates, has been elected 
president of the Advertising Agen- 
cy Assn. of Hawaii. Other new of- 
ficers are Peter Radner, also of 
Fawcett, vp; Jane Donovan, Milici 
Advertising Agency, secretary, and 
Robert O. Kelsey, Milici, treas- 
urer. 


Murphy Becomes Consultant 
Don Murphy, vp of G. M. Bas- 
ford Co., New York, has resigned, 
effective Aug. 1, to become a con- 
sultant in industrial advertising. 
Mr. Murphy has been with Basford 
since 1946, and is a past president 


Ler ge 


% 4 


ae 


supermarket | 
lications manager of Lundy Mfg.| chain for an undisclosed sum. The| 
Corp., Glen Head, N. Y., designer | 


W. R. FOWLER has been named a 
marketing vp of Leo Burnett Co., 
Chicago. Before joining Burnett, 
Mr. Fowler was senior vp, plans 
board chairman and director of 
Needham, Louis & Brorby, Chica- 
go, where he served 23 years. 


of the National Industrial Adver- 
tisers Assn. 


51 


2 Help Wanted Ads Gaining 


Help wanted advertising shows 
|improvement for the third straight 
j}month, according to “Help Want- 
ed Trend,” Philadelphia. June, 
|1958, fell 32% behind the June, 
| 1957, total, compared to losses of 
364%2% in May over the preceding 
year, 38% in April and 41%% in 
March. 


Robinson Appoints W. S. Hill 

Robinson Ventilating Co., Zelien- 
ople, Pa., has appointed W. S. Hill 
Co., Pittsburgh, to handle its ad- 
vertising and public relations pro- 
grams. The company manufactures 
industrial fans, blowers, and ex- 
hausters. 


Dawson MacLeod Adds Two 
Dawson MacLeod & Stivers, 
Washington, has been appointed to 
handle advertising, promotion and 
public relations for Intelligent Ma- 
chines Research Corp., Alexandria, 
Va., and Machinery Dealers Na- 
tional Assn., Washington. 


out of 


WRCV-TV 


viewers 
are adults! 


Children are a blessing, 


make advertisers really 


quarter-hour audience is 


want to do a man-size job in the nation’s 


4th market, sell big. Sell 


to TV audiences, it takes lots of adults to 


the big earners, the big spenders, and 
WRCV-TV has them in wonderful abun- 
dance! According to an ARB Special Tabu- 
lation (June 1958), WRCV-TV’s average 


WRCV-TV:-3 


PHILADELPHIA * SOLD BY NBC SPOT SALES 
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beam. Adults are 


80% adult. If you 
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A CITY LARGER 
THAN BOSTON 

IS HIDDEN INSIDE 
LOS ANGELES 


5 ~ If your newspaper schedule 

1 reaches 100% of the families 

HOW’S BUSINESS IN HIDDEN CITY? in any of these major cities: 
. ; : ? 3 

It’s humming! Ask the advertisers in The Mirror News—the only Dallas Minneapolis 
metropolitan weekday paper that’s read in four out of five Hidden City New Orleans San Francisco 
homes. They’ve got the buyingest audience in town —young home- Seattle Circulation $ 
makers (more than half of them 39 or under)... young children ; : : ‘ 
(422,000 at last count)... young, up-and-coming providers (83% 2 e B dbo git acy sn, LOS ANGELES EVENING 
already making $4,000 or more in the well-paying occupations). And Hidden City of The Mirror News. 
Hidden City has $1-billion to spend for the things it needs, the things 


it wants...and anything else that’s advertised in The Mirror News. 


Represented by O'Mara & Ormsbee, 
New York, Chicago, Detroit, San Francisco 


aoe er a eee 


4 OUT OF 5 HIDDEN CITY FAMILIES READ NO OTHER WEEKDAY METROPOLITAN PAPER 
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THE NATIONAL NEWSPAPER OF MARKETING 


Weir Calls Creative Insight ‘The Indispensable, Essential, 


Decisive Element in Scientific Marketing’ 


The nature of the creative process, and its essential difference from the processes of research, are spelled 
out in this unusual discussion of advertising and marketing which was presented before the annual meeting 
of the American Marketing Assn. at the Harvard Graduate School of Business Administration at the end of 
June. This is a “think piece” of exceptional interest to advertising and marketing men—one likely to stir 
discussion on a high intellectual level. 


By Walter Weir 
Executive Vice-President, Donahue & Coe 

When I was asked to speak here on 
“the elusive element in scientific mar- 
keting,” I looked upon the invitation as 
an opportunity to carry further a point of 
view I expressed in February before the 
Advertisers’ Club of Cincinnati. ApverTIs- 
ING AGE reprinted my comments in full 
in its issue of April 28. I would like to 
quote the two closing paragraphs of my 
remarks on that occasion: 

“The marketing concept, with all activ- 
ities in which a business engages con- 
centrated on the stimulation of the 
consumer’s urge to buy, is not a new 
concept. It is something we as advertis- 
ing people have known for a long time. 
It is new principally to those who have 
felt that production for its own sake, or 
investment without relation to sales, 
were profit-making activities. 


until 1911. It argued that we advance in 
most fields through the creation of fic- 
tions. 


= “Even the most sober scientific investi- 
gator, the most thorough-going Positi- 
vist,” says Ellis, interpreting Vaihinger, 
“cannot dispense with fiction; he must at 
least make use of categories, and they 
are already fictions, analogical fictions, 
or labels ... Matter is a fiction, just as 
the fundamental ideas with which the 
sciences generally operate are mostly 
fictions ... The representative world is a 
system of fictions. It is a symbol by the 
help of which we orient ourselves. The 
business of science is to make the symbol 
ever more adequate, but it remains a 
symbol, a means of action ... We make 
our own world, when we have made it 
awry, we can remake it, approximately 
truer, though it cannot be absolutely 


“I do believe there exists within the human psyche an ability— 
a weak and difficult to arouse but nevertheless a true ability—to 
anticipate more surely than scientific means yet make possible the 
fine and delicate shells of human aspiration one is likely to find on 
the beach tomorrow. And I! think this is accomplished, to a large 
degree, through the use of fictions which the creative mind brings 


into being.” 


“And we who have toiled at creating 
the essential bridge of communication 
between manufacturer and consumer, we 
who have long realized that no sale takes 
place until tke consumer’s mind has been 
moved, we of all people are qualified to 
define what is meant by ‘marketing’— 
and not only to spearhead it but to guide 
it. For we of all peo, 2 have, out of the 
very nature of our profession, been 
inescapably ‘consumer-minded.’ And this 
is the very essence of the new orientation 
which we call marketing.” 


# Having proclaimed that marketing is 
considerably more than the gathering, 
analysis and weighing of facts and fig- 
ures, that it achieves its end purpose—of 
moving merchandise at a profit—chiefly 
as it becomes concerned with consumer 
orientation, let me use this platform to 
expatiate on the role of creativity as the 
principal enabling force in achieving that 
end. 

I have never read a book called “Die 
Philosophie des Als Ob,” or, in English, 
“The Philosophy of As If.” I have only 
read of it—in “The Dance of Life” by 
Havelock Ellis. According to Ellis, the 
Philosophy of “als ob” or “as if” was 
derived in no small degree from Kant by 
a German professor named Hans Vaihing- 
er. Vaihinger apparently wrote his book 
in 1876-1877 when he was only about 25 
years of age. The book was not published 


true, to the facts. 

“It will never be finally made; we are 
always stretching forth to larger and 
better fictions which answer more clearly 
to our growing knowledge and experience 
. . » There are good fictions and bad fic- 
tions ... It is in ... our readiness to ac- 
cept ever-closer approximations to the 
unattainable reality, that we think rightly 
and live rightly ... Man lives by imagina- 
tion.” 


Whenever We Think 
We Resort to Fictions 


Those of you who have read in general 
semantics will recognize in Vaihinger’s 
argument an anticipation of Alfred Kor- 
zybski, who was born just two years 
after Vaihinger had completed his book. 
Korzybski himself had to resort to fictions 
to make clear the various processes in- 
volved in the practice of general seman- 
tics. In so doing, he introduced, in his 
long, abstruse and difficult book, “Science 
and Sanity,” a strange device resembling 
nothing so much as a series of eight 
pieces from a child’s Erector set tied 
together with strings, from the larger 
pieces of which hang a number of strings, 
some of them simply dangling in space. 

This device Korzybski called the 
“structural differential,” and he created 
it to illustrate the manner in which the 
mind of man necessarily abstracts when 


verbalizing reality. The largest piece of 
the structure, resembling the lower half 
of an oval with a lot of holes in it, repre- 
sents ultimate reality—the submicroscopic 
realm of whirling electrons, the common 
stuff of which everything we know is 
made, including ourselves. The smaller 
pieces hanging from it represent ever 
higher levels of abstraction. 


a necessary and inescapable fiction; the 
only means by which we can proceed 
intentionally and with purpose from here 
to there, from now to then. 

In our quest for reliable information 
on which to base our marketing plans, 
we must face at least one inescapable 
fact, and that is that we cannot send 
our researchers into the future. We can- 


“One of the lurking dangers in our current romance with what 
we choose to call ‘marketing’ lies in our inclination to lean too 


heavily on the analytical phase, on market research—to assume 
that because we have accumulated facts we necessarily have a re- 
liable guide to the future when actually what we have gathered is, 
rather, only a fairly accurate estimate of the past.” 


When we say “cow,” for example, we 
do not visualize a mass of whirling 
electrons and, unless we are a veterinary 
surgeon, we do not even visualize a 
skeletal frame hung with folds of fat and 
flesh through which arteries and veins 
throb with coursing blood and in which 
organs of various kinds are contained and 
function. Instead, we see a particular 
form of animal which is familiar to us. 
When we say “animal” or “herd” or 
“kine,” we abstract still further and get 
éven more distant from reality; we are 
now strictly on the verbal level. And, of 
course, we can go on to “livestock” or 
farm assets and get still further from the 
thing itself. Such abstractions, however, 
are the fictions we necessarily invent and 
use in order to carry on as best we can 


not expect them to collect from the beach 
of time the shells of tomorrow’s tide. They 
can find and collect and examine only 
the jetsam of the previous tide or, at best, 
of the last wave. Meanwhile, business 
girds itself to walk tomorrow’s beach in 
search of shells it can only hope will be 
there. 


Business Must Rely on Fictions 
Research can say to it tentatively that, 
based on previous collecting, it is likely 
that shells of a certain number and kind 
will be strewn about but it cannot say 
this positively; for it is possible that dis- 
turbances in the deep will leave the 
beach bare or that business may even 
find there a precious Golden Cowrie or 
a Glory-of-the-Seas. But business must 


“. ,. the elusive element in any human endeavor is creative 
insight, inspired imagination. Can it be denied that this is also 
the elusive element—indeed, the indispensable, the essential, the de- 
cisive element—in scientific marketing? For unless full commu- 
nication is attained, unless product, package, price, salesman, ad- 
vertising, point of sale display and dealer all ‘make sense’ to the 
consumer, the marketing plan, no matter how many pages it covers, 
does not function at full efficiency.” 


the everyday business of living. 

Now I dwell at such length as I do on 
Vaihinger’s philosophy of “as if” and on 
Korzybski’s “structural differential” to 
bring into focus the intellectual process 
by which we individually and collectively 
advance ourselves to our chosen goals— 
and through which, as human beings, we 
even manage to alter and change the 
shape of reality itself. This process con- 
sists of the essentially fictive assumption 
that we are proceeding as if the course 
on which we are embarked is the right 
course. We cannot be completely sure, 
of course, until we arrive. Meanwhile, 
we must proceed as if it is the right one— 


i i al 


set forth largely on a fictive basis, pro- 
ceeding as if tomorrow will be somewhat 
as yesterday yet aware that tomorrow 
is never exactly as yesterday and that 
man himself and his changing—and 
changeable—attitudes make for much of 
the difference. 


® The attempt to penetrate the future 
has long been a human preoccupation. It 
has led countless people to consult oracles 
and tea leaves—and significantly, I think, 
oracles have seldom provided those who 
have consulted them with specific proph- 
ecy. Almost always they have dispensed 
ambiguous advice, which demanded in- 
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terpretation, so that their principal con- 
tribution has been the stimulation of the 
imagination. (I like to think, insofar as 
tea leaves are concerned, that quite likely 
man’s desperation over ever reading them 
correctly led to the development of ine 
first tea bag.) 


s One certainly cannot deny the past. 
And one cannot deny, examining it 
critically, patterns that not only appear 
there, but seem to repeat so frequently 
that one can with ease assume the repe- 
tition itself will continue. Research, of 
course, proves the Heraclitean contention 
that, although the same pattern seems to 
reappear, it actually isn’t the same. One 
cannot put his foot into the same river 
or on the same beach twice. 

One of the lurking dangers, I believe, 
in our current romance with what we 
choose to call “marketing” lies in our 
inclination to lean too heavily on the 
analytical phase, on market research—to 
assume that because we have accumu- 
lated facts we necessarily have a reliable 
guide to the future when actually what 
we have gathered is, rather, only a fairly 
accurate estimate of the past. Increasing- 
ly, of course, consumers are being asked 
what they expect to buy or what they 
want or what they might purchase under 
given conditions. While this kind of re- 
search is future-oriented, we must never 
forget that the responses it elicits bear 
the impress and reflect the influence of 
the past. Add a time lag in the utilization 
of the findings and one can waken to a 
world as baffling as the one to which Rip 
Van Winkle awoke—or Detroit just this 
year. (And I apologize for kicking dead 
horsepower. ) 


s Advertising agencies themselves are 
not necessarily immune from such dan- 
gers. Examining the evidence of what 
advertisers appeared to be most avidly 
seeking, for example, many an agency no 
sooner cast its creative role to the winds 
to espouse with great ardor what it 
considered to be a marketing philosophy 
than the winds shifted and advertisers 
began once again clamoring for ideas, 
timely ideas, to move merchandise. It 
must be evident, of course, to anyone 
who can view the spectacle dispassion- 
ately that, once again, the planners had 
been tricked by time and the changes it 
brings in the market—the changes it 
brings, to be more specific and more 
nearly correct, in human beings. 

It is this phenomenon, I think, which 
makes essential what your program com- 
mittee has termed “the elusive element 
in scientific marketing.” For, in time, all 
things—including human beings—change. 
This can be banked on. But when the 
change occurs, or how drastic the change 
will be, or what new attitude or outlook 
will emerge is difficult to predict scienti- 
fically, at least at this stage in our 
knowledge of human nature. It is possible 
that, in some distant future, the social 
sciences will be sufficiently advanced to 
make possible accurate prediction of 
human nature. It is possible that, in some 
distant future, the social sciences will be 
sufficiently advanced to make possible 
accurate prediction of human behavior 
within certain chronological limits. But 
at this moment in time we are not dealing 
with an ideal situation. We must be 
practical and, being practical, make use 
of the most effective instrument at hand: 
the creative imagination. 

I am not wholly unconvinced that the 
very emergence of a desire implies the 
existence of a capacity—perhaps an un- 
realized, certainly an undeveloped and 
unexploited capacity—to satisfy that 
desire. I am aware I am drifting into the 
questionable realm of speculation. Never- 
theless, as a creative person who has 
been humbly astounded by the unantici- 
pated power and scope of the creative 
process, I cannot avoid seeming to whirl 
away into sheer mysticism to assert that 
I do believe there exists within the 
human psyche an ability—a weak and 
difficult to arouse, but nevertheless a 


il 


true ability—to anticipate more surely 
than scientific means yet make possible 
the fine and delicate shells of human 
aspiration one is likely to find on the 
beach tomorrow. And I think this is 
accomplished, to a large degree, through 
the use of fictions which the creative 
mind brings into being, the fiction that 
one is already in tomorrow so that he can 
react as if he actually were. 


Fictitious Tomorrows Dreamed 
Up—Take Your Pick 

The last thing I would wish to have 
inferred from a talk containing the 
revered adjective, “scientific,” is that I 
am suggesting that some people, creative 
people if you will, have powers that 
might be called occult. What I am trying 
to say is that the creative mind, reading 
yesterday in a research report, is able— 
through its constant preoccupation with 
human feelings and motives—to imagine 
into being a number of fictitious tomor- 
rows from which can then be selected 
the particular tomorrow that seems most 
plausible, most reasonable to expect. 

May I take this a bit further, to 
dissipate completely if I can any least 
lingering doubt you may have that I am 
not implying occultism. When I refer to 
creative people or to the creative mind, 
I do not mean only those people we know 
in advertising as creative—the copy and 
art people. Brewster Ghiselin in his fine 
book, “The Creative Process,” appropri- 
ately lists and quotes men of science on 
creativity as well as those engaged 
primarily in the arts. 


@ In fact, a mathematician—the math- 
ematician, Henri Poincaré—has written 
one of the clearest and most stimulating 
treatises on the creative process I have 
ever come upon. It is quoted in Ghiselin 
and was recently distributed by the 
Scientific American and, I imagine, will 
be included in that publication’s forth- 
coming issue on the creative process. Not 
only mathematicians and physicists, and 
sculptors and artists, but great political 
leaders partake of this almost inexplica- 
ble ability to know what will be “right” 
for tomorrow, to anticipate what the 
emotional climate will be and to make 
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clear to people what that climate actually 
is. In my opinion, the power of leadership 
lies in that very creative ability to build 
and present to the vast and uncritical 
multitude the particular fiction that sums 
up for its members the reality in which 
they find themselves and the hope they 
have of coping with it successfully. 

Mr. Roosevelt’s famous “fear” statement 
and, of course, Sir Winston Churchill’s 
equally famous “blood, sweat, toil and 
tears” phrase were such fictions. The 
people who responded to them, responded 
in my opinion chiefly because, like most 
of us, they were living, as we tend to live, 
in the past. Their feelings about the 
present and the future, as ours generally 
are, were tentative and unresolved. The 
magnificent gift of the truly creative 
person is to be able to advance his par- 
ticular area of activity a little further 
into the unknown and_ unresearched 
future. And he does this by creating 
fictions which conveniently explain the 
unknown to those of us who cannot 
imagine it. Actually he does not com- 
pletely anticipate what people want— 
rather, he articulates it for them; he 
makes clear what they need. 


Polls Won't Tell You 
What People Really Want 

Some years ago, when the public opin- 
ion poll was doing what the Literary 
Digest had failed to do, I spoke before a 
market research group and, as I remem- 
ber, stated that if any criticism could be 
leveled at the public opinion poll it was 
probably that it could act to prevent 
people from attaining what they really 
wanted and actually needed. Unimagina- 
tive politicians, taking the results of such 
polls as gospel, might promise their con- 
stituents exactly what the polls indicated 
they wanted—when that was not at all 
what they really wanted or needed; for 
unlike gifted political leaders, polls and 
pollsters alike lack the creative imagina- 
tion, the fiction-building ability, to 
arouse in the electorate its deepest and 
most moving feelings and convictions. In 
my opinion, the polls didn’t go wrong in 
1948—Mr. Truman simply happened to 
exhibit greater creative salesmanship 
than Mr. Dewey, who put too high a 


The Admen and the Housewife 


They always claim in glowing prose 
“This lipstick clings forever!” 

—a fact that any mother knows 
From boyish art endeavor. 


—Doris Herold Lund 


Me re ae na 
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value on “market research.” 

Just as I believe Mr. Dewey was defeat- 
ed by too hopeful a reliance on research, 
so I believe we can be defeated in our 
marketing efforts if we spend too much 
time in fact-finding and too little in 
fiction-building. For the facts of research 
are not unlike countable graves of once 
alive and vibrant feelings which no 
longer exist and no longer exert any in- 
fluence, having been replaced by newer 
and, more important, by different feelings 
—such feelings as distinguish 1958 from 
1955 and distinguished 1955 from 1952. 
Counting such headstones can tell us how 
many people have died at particular ages, 
but it cannot help us prolong life or over- 
come epidemics. 


= In the May 24 issue of The Saturday 
Review, Wallace Stegner brings new 
insight to the distinction between science 
and art—or technology and the creative 
process. “Atomic weapons,” argues Steg- 
ner, “do not make Homer unreadable; 
Copernicus, Newton, and Sir James Jeans 
have not taken the poetic truth out of 
‘Paradise Lost’; Ibsen does not replace 
Shakespeare any more than Shakespeare 
replaced Aeschylus. And here lies one of 
the differences between art and science. 
For Harvey did do irreparable harm to 
the medical science of Galen; and Ein- 
stein, Urey, Fermi, Bohr, and company 
have taken a great deal out of Newton’s 
universe. The fact is, progress is not a 
word that is very useful in art. While 
science proceeds from imperfect or dis- 
proved hypothesis, from synthesis to 
higher synthesis, art may in its very 
beginnings arrive at some of the highest 
expressions of its own particular kind of 
truth. 

“What anyone who speaks for art must 
be prepared to assert,” Stegner concludes, 
“is the validity of nonscientific experi- 
ence and the seriousness of nonverifiable 
insight ... The artist ... is a lens to see 
through ... The proof of art ... is in the 
response Any work of art is the 
product of a total human being comment- 
ing with his total understanding on 
experiences that with luck may become 
symbolically representative of larger ex- 
periences, even of all experiences.” 


s Vaihinger wrote in 1877, Havelock Ellis 
—commenting on Vaihinger—in 1922, 
Stegner in 1958. Each recognized that the 
elusive element in any human endeavor 
is creative insight, inspired imagination. 
Can it be denied that this is also the 
elusive element—indeed, the indispens- 
able, the essential, the decisive element 
—in scientific marketing? For unless full 
communication is attained, unless prod- 
uct, package, price, salesman, advertis- 
ing, point of sale display and dealer all 
“make sense” to the consumer, the mar- 
keting plan, no matter how many pages 
it covers, does not function at full effi- 
ciency. 

How does the marketer capture this 
elusive element? And how can he be 
sure, if he does succeed in capturing it, 
that it has provided him with the right 
fiction, the true insight? The way to 
capture it, of course, is to recognize its 
validity, its importance, its indispensa- 
bility. As for being sure, this must come 
from within; it cannot come from the 
most carefully assembled facts. It must 
come from a conviction that what one is 
doing is of benefit to one’s fellow man; 
it must come from courage and the 
willingness to take a risk; it must come 
from enthusiasm, from delight in persis- 
tence; it must come from the concentra- 
tion of all one’s energy and imagination 
of the attainment of the goal. And, of 
course, it must come from the establish- 
ment of the goal itself. 


Nutrients of Creative Insight: 
Blood, Sweat, Toil and Tears 

It is a human, not a mechanical factor. 
It is put into operation by belief. Its 
principal enemy is fear, which smothers 
it. And its chief nutrients, besides belief, 
are blood, sweat, toil and tears. In short, 
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Now— pictorial Eawinacg in Colorful Rotogravure 


... another first for The San Francisco Examiner 


News Item: The San Francisco Examiner begins 
publication on September 7 of a locally edited Sunday 
rotogravure section-—Pictorial Living. 


Pictorial Living as a new feature of The Sunday Examiner 
is the first total.tabloid section of its kind to be published 
in northern California. It offers brilliant full color repro 
duction to local and national advertisers. 


Pictorial Living," is an entirely new kind of editorial 
product for northern California and reflects the individ- 
uality of the area. 


Four color and two color printing is available to local and 
national advertisers in full pages and fractional pages. 
Monotone is offered in the same units. Page size is five 
columns by twelve and one-eighth inches. 


i Ect 
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| Another first for northern California by 


€§) The San Francisco Examiner 


NORTHERN CALIFORNIA'S NEWSPAPER NUMBER OnE - First in Advertising - First in Circulation 


Represented Nationally by Hearst Advertising Service Inc. Offices in All Principa! Cities 
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the elusive element in scientific—let me 
say successful—marketing is pretty much 
the same as the elusive element in suc- 
cessful living. Since marketing is a 
human activity, and part of our way of 
life, this should not be too surprising. 


@ Only a few weeks ago I had the 
thrilling experience of losing myself in 
a new book from the pen of an eminent 
astronomer and cosmographer, Harlow 
Shapley. Its title is, “Of Stars and Men.” 
In an introduction, Shapley writes, “A 
survey of the relevant knowledge that 
the inquiring mind of man has brought 
to light ... leads to speculative medita- 
tion, to a dreaming built out of wonder- 
ment.” 


® This, I cannot help but feel—this 
meditation, this dreaming—is the essen- 
tial spirit of creativity. It undoubtedly 
feeds on research, on inquiry and on 
what research and inquiry turn up. How 
it makes use of them, no one has yet 
explained so clearly as to enable anyone 
to become creative at will. But the results 
of creativity, I believe, clearly indicate 
an orderly process of some kind. In this 
connection, discussing the creation and 
development of the universe from, as he 
says, chaos to order, Shapley writes, in 
a brilliant footnote, “Chaos is but un- 
perceived order; it is a word indicating 
the limitations of the human mind and 
the paucity of observational facts. The 
words ‘chaos,’ ‘accidental,’ ‘chance,’ ‘un- 
predictable, are conveniences behind 


which we hide our ignorance.” 


Creativity Is a Jump Ahead 
of Reality—and Leads Us to It 

I think that as we delve deeper into 
and examine more critically the function 
we call the creative process—the elusive 
element in scientific marketing—we shall 
quite probably find that, like all creation, 
it is essentially a progression from chaos 
to order, with the order inherent in the 
original chaos to an extent we are not 
now either able to perceive or, all too 
frequently, inclined to believe. 

Yet it is out of this—the creative chaos 
—that orderly marketing emerges; mar- 
keting that is successful because it builds 
wants by anticipating needs. And more 
than ever before this elusive element 
must be called on, for more than ever 
before—to market effectively—-we must 
plan over longer and longer periods. And 
the further we plan into the future, the 
more we must rely on the creative 
imagination to call into being the fictions 
without which we cannot project, we 
cannot anticipate. Indeed, in the very 
act of correctly imagining the future, the 
creative imagination—sometimes slowly, 
sometimes with surprising speed—brings 
it into being. And so this elusive element, 
this inexplicable element, this creator of 
fictions creates the reality which re- 
search can then examine, at its leisure, 
and pronounce real and sound and tan- 
gible, the while the elusive element is 
already at work bringing a still more 
distant future into being. + 


Looking at Radio and Television ... 


ABC-TV Plunges into Daytime 


By the Eye and Ear Man 

The advent a fully competitive daytime 
tv schedule is imminent. ABC this fall will 
fill out its sparse, two-hour, current sched- 
ule with what will amount to a nearly 
full day of quiz, participation, story, per- 
sonality, and variety shows. 

The way ABC got this quick head start 
in the expansion of its schedule was by a 
daring pioneer price which undercut the 
NBC and CBS competition by 50% under 
the maximum earned discounts on either 
net. The little advertiser stands to save 
two-thirds of his cost if he moves from the 
other nets to ABC. 

The leading force in this move that en- 
abled ABC to get enough commitments to 
get started was General Foods, and one of 
its agencies, Young & Rubicam. The plan 
has a lot of elements that are daring and 
imaginative, but the result is somewhat 
cloudy. 


® From ABC’s point of view, the big 
advantage of this plan is obvious: over- 
night, with the help of General Foods and 
Y&R, ABC became a major competitor in 
daytime for the first time. 

ABC initially based its daytime rates at 
one-third of the nighttime cost; the other 
networks’ daytime charges are set at ap- 
proximately 50% of the nighttime prices. 
ABC’s 334% formula, from the begin- 
ning, was applauded by advertisers and 
agencies as being more in line with the 
daytime sets in use level. However, this 
price advantage wasn’t enough to get ABC 
rolling as a daytime programmer. Hence, 
the new fall plan which provides even 
lower rates as a come-on for buyers. 

Already ABC has forced both NBC and 
CBS into a modification of their daytime 
rate structures leading to the choice of 
horizontal or vertical contiguity; this is 
something advertisers have been demand- 
ing for several years. Other discount re- 
visions may be announced which will 
further reduce these prices. 


= Over the years networks in radio and 
now in television have had a substantial 


amount of their profit coming from day- 
time. In the first place, it costs less to 
service daytime shows and they are 
profitable. In the second place, there are 
more daytime hours than nighttime, and 
they are expandable. In the third place, 
most advertisers run all year around in 
daytime and rarely watch their own 
shows because they are at work. There- 


fore, there are few screams of anguish of 
the type that frequently follow nighttime 
shows. 

The hitch in the ABC plan is the price 
of less than $7,000 a quarter hour (time 
and talent) gross for a possible three 
years’ duration. There seems to be no way 
that the network can make out financially 
under this kind of cut-rate deal. The more 
they sell, the more they lose. 

What then can happen with deficit 
financing? The hope is that the ratings 
will justify card rates $10-$12,000 a 
quarter-hour after the pioneers drop out, 
or after the initial offering is taken and 
the regular buyers begin to come in. 


s Unfortunately it usually doesn’t happen 
that way. The most favored nation clause 
is an unwritten law in television. As a 
matter of fact, it has been rumored that 
a large cigaret manufacturer has offered 
to place a substantial order in ABC day- 
time if they would give him a “special” 
price—far below the “pioneer” offering 
price. 

As long as anybody is getting a bargain, 
everybody will want a bargain. This 
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The Creative Man‘s Corner... 


The Mighty Chrysler 


‘Styled to Excite’ 


ae de 


MAKES DRIVING’ EXCITING 


« “« safer driving with Chrysler's 


& amazing new Auto Pilot 
oe .% ‘Take to the road amd ene for youll how different 
x devin cae be when you's ot the whan! of « big, 
brewny teewite hry 


DAIGHTY CHIRVSLERT ... sic to excite... eopincerd to endure... priced to plese. Se ito 


YOUR CHRYSLER DEALER 


The excitement of knowing you're 
saving money every mile you 
drive .. . the excitement of easier, 


‘Tre abees? Touch the wheni and you re around! 
reed below? You'd never Miser, 
the car ie 0 Cheyne! 
Beery bit ae emciting as Chrysier's fee! behind the 
— 


EXCITING ALL OVER AGAIN. 


We wonder at times if the advertising mind becomes so immersed in the 
techniques of its own little world that it fails to think beyond that limited 
horizon. We wonder such wonders particularly when we come upon such head- 
lines as the one on this Chrysler ad—The Mighty Chrysler MAKES DRIVING 


Seriously now, aside from a number of first times—the first time you ever 
guided a car by yourself, the first time you drove with your very own license 
and, of course, the first time you drove your very own car—have you found 
anything in a car to make driving exciting all over again? Driving eventually 
becomes largely a necessity—a means whereby the kids are taken to school, 
the groceries bought, the distance between home and railroad station covered, 
friends visited and an occasional vacation taken. And as the distances over 
which these chores are accomplished grow greater and the number of automo- 
biles mounts, it would, in our opinion, require driving in an entirely new di- 
mension to make the mere act of operating a car exciting again. Like being 
able to extrude wings and take to the air. 


The Mighty Chrysler may have a lot of new features, including the amazing 
new Auto-Pilot, but it just doesn’t make driving exciting all over again. Matter 
of fact, the only new excitement in driving we’ve noticed people experiencing 
lately has been the excitement they’ve encountered in driving a Volkswagen 
or a Fiat or a Porsche. Maybe Detroit auto ponder that and do something 
about making driving a real adventure again. # 


leaves the network with a few alternatives 
in an effort to break even. It can charge 
very high rates for commercial rehearsal 
or integration. Or it can trim program- 
ming prices to the bone at the risk of 
competing poorly with the competition. 

As a matter of fact, network program- 
ming prices are far higher than agency- 
produced shows in the daytime. The only 
conclusion one can draw is that somebody, 
presumably the networks, is making a 
handsome program profit. 


= From a large advertiser’s point of view, 
the ABC deal represents a risk in the loss 
of circulation. Most good daytime shows 
on CBS and NBC are delivering from 3,- 
000,000-4,000,000 homes at a cost per 


thousand of around $1.25 per thousand 
homes per minute. There is, of course, a 
gamble as to whether the new, completely 
untried lineup of shows can produce this 
well. 

Programming is the key to success or 
failure. If a few of the shows catch on, the 
pressure will be off. 


= And so we take one more step forward 
in television with ABC forcing good com- 
petitive parallels in daytime program- 
ming. The step is healthy for the industry 
if it works. But if ABC has made a bad 
financial deal that depresses its net profit, 
or if shows fail to deliver healthy audi- 
ences, the network may wish it had ex- 
panded daytime a step at a time. # 
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HLS a ee ks Peg 


What makes a newspaper great? 


 —, 


“EVEN ON WHEELS, 
JOHNNY CAN STILL 
THROW A PASS!” 


One evening last spring John Mc- 
Govern, first All-American football 
player from the University of Minne- 
sota, joined 16 other charter mer~bers 
in the brand-new Minnesota Sports 


Hall of Fame—an unique group of 
champions whose combined athletic 
records read like an Olympic roll call. 
(See box below.) 


This was Sports Day of Minnesota’s 
Centennial Year and, as so often hap- 
pens in the Upper Midwest, the Min- 
neapolis Star and Tribune had stepped 
in with an exciting idea. “Why,” 
asked the newspapermen, ‘‘not make 
this an occasion to honor the really 
immortal athletes of Minnesota?’ 
Thus the permanent Minnesota Sports 
Hall of Fame, sponsored by these 
newspapers, came into existence. And 
with it the Sports Champion Banquet 
—backdrop for the announcement of 


MINNESOTA SPORTS HALL OF FAME 


Patty Berg: greatest living woman 
golfer. 

Bernie Bierman: Coach of five na- 
tional championship Minnesota foot- 
ball teams. 

Tom Gibbons: former U.S. light heavy 
weight boxing champion. 

Frank (Moose) Goheen: one of the 
greatest American-born hockey play- 
ers. 

Fortune Gordien: 3-time Olympic track 
team member and world discus- 
throwing record holder. 

Walter Hoover: former world sculling 
champion and one of three greatest 
scullers in history. 


Harrison R. (Jimmy) Johnston: 
former U.S. t golf champion, 
member of five Walker Cup teams. 


George Mikan: outstanding basketball 
player of the first half of the Twentieth 
century. 

Tommy Milton: great American rac- 
ing car driver, first to win two “500’s”’ 
at Indianapolis Speedway. 


John McGovern: first All-American 
football player from the University of 
Minnesota. 


Bronko Nagurski: All-Time, All- 
American football player. 


DECEASED 

Chief Charles Bender: American 
league pitcher, only Minnesotan in 
Baseball's Hal! of Fame. 

Robert Dunbar: greatest of al! Ameri- 
can curlers, winner of every major 
bonspiel trophy on this continent. 

Mike Gibbons: known as the “un- 
crowned middieweight champion of 
the world." 

Walter W. (Pudge) Heffelfinger: All- 
Time, All-American football player. 

Mike O'Dowd: former world middie- 
weight boxing champion. 

Dr. Henry L. Williams: first football 
coach to bring Minnesota teams to 
national prominence. 


the first Hall of Fame selectees. 

1400 sports-lovers turned out for 
the event. From every one of Minne- 
sota’s 87 counties they came: farmers, 
fencers and football coaches swapping 
“remember when’’ yarns with busi- 
ness executives and labor leaders be- 
tween rafter-rattling cheers for each 
new Hall of Famer. 

And once again the Upper Midwest 
was convinced... when something 
really exciting, interesting and worth- 
while happens in the 3'4 state area 
to make sports fans happy (and every- 
body else, too) you’ll find the Min- 
neapolis Star and Tribune playing a 
leading role in making it happen. 


Copr., 1958, The Minneapolis Star and Tribune Co, 


Minneapolis 
Star and Tribune 


EVENING MORNING & SUNDAY 


630,000 SUNDAY - 495,000 DAILY 


JOHN COWLES, President 
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Typographic Expert Gives Some Tips 
to Earnest Young Copywriters 


The following material was written as part of a study the author made 
for the Kudner Co. some time ago. This particular section was designed for 
distribution to copywriters, in an attempt to tell them, briefly and simply, 
about typography and what they could do about it. While it is elementary in 
its approach, it will prove useful as a quick typographic review for writers. 


By Charles William Fletcher 


The way your copy is set in type is 
important. Usually you write copy to be 
seanned quickly. Ad copy is relatively 
short, and every word must count—it 
must make sense even to the casual 
reader, and it must function in a highly 
competitive environment. 

These conditions make advertising 
copy a rather special typographic prob- 
lem, radically different from any other 
kind of reading matter. And they make 
it especially important that particular at- 
tention be paid to the way the copy looks 
in print. 

In the first place, this competitive 
environment has forced the development 
of a new art form called advertising lay- 
out. (You might agree on the same basis 
that advertising copy is a new art form 
... Tight?) 


= The layout, in its turn, is designed to 
isolate, support, contain, clarify, rein- 
force, dramatize, and supplement the 
words you write. (Sometimes, to be sure, 
it’s just the other way around, and a 
few words of copy are used only to 
clarify and explain the all-important 
picture. That kind of copy, too, requires 
special handling. . .) 

And the words you write are the sine 
qua non of typography. 


= Now, there are two basic ways of look- 
ing at, more properly, conceiving, typo- 
graphic functions. They may be summed 
up as follows: 

1. The type is an invisible window 
through which we see the thought 
of the writer. 

2. The type is a stage—dramatically 
lighted, interestingly furnished—on 
which we see the ideas of the writer. 
Both approaches have their uses, and 

the advertising typographer tries for the 
perfect fusion: he wants to make your 
message interesting to look at, inviting 
to read, and perfectly legible. This ideal 
synthesis is peculiarly a development of 
advertising. In practice, it often means 
dramatizing the headline with unusual 
lettering, and neutralizing the main copy 
with a familiar type face used in a very 
ordinary way. 

(This is a very sound way of doing 
things, but the more progressive tend- 
encies in type styling suggest that it is 
perhaps not the best way of solving all 
problems.) 


= Most advertising today is set in a few 
popular faces—like Bodoni, Caslon, Craw, 
etc. Your typographer will try to pick 
a face that’s appropriate to the mood 
of your copy (and this is a highly sub- 
jective matter!), but more—much more 
—depends on the way that type face is 
used. The design of individual letters in 
the font is less important than their rel- 
ative sizes, length of line, spacing in the 
layout, and degree of contrast. 

Usually, the bigger the size of type, the 
more liberties can be taken with its 
design. We’ve all seen faces that are in- 
teresting and attractive when used in 
display sizes, but practically unreadable 
in large doses of the smaller sizes. It’s 
your type man’s job to strike a balance 
between the two extremes, and, in a very 
real sense, everything he does depends 
on you, the copywriter. 


How Copywriters Can Help 
Here are some of the things you can 
do to help him: 


When your copy goes in for type spec- 
ification, the first concern of the specifier 
will probably be the space it demands— 
whether it will fit. This will determine 
to a large extent everything else he does 
to make your copy more readable. If he 
has to crowd too much copy into the ad 
he’ll have to restrict himself to the very 
minimum use of space, which may or 
may not be the proper frame for your 
ideas. 

Consider the typewriter you use. It 
probably has elite type. Elite type is 
equivalent to 12 point printer’s type in 
appearance, but—and here you get a 
break—you can get more printer’s type 
into the same space. This is because a 
good type face is designed to fit as 
“tight” as possible. 


® Knowing this will help you relate your 
typescript to the space requirements. But, 
since most advertising copy is set in 
smaller sizes, here’s a little table you 
may find useful . approximate, of 
course, but it will give you the idea: 


e A line of 6 point type will be only a 
little over % as long as your typewritten 
line. 


e A line of 8 point type will be only % as 
long as your typewritten line.* 


e A line of 10 point type will be only %4 
as long as your typewritten line.* 


e A line of 12 point type will be only 
a little short of your typewritten line.* 


e A line of 14 point type will be just 
about equal to your typewritten line. 


*These are the most popular sizes for 
main copy. 


You may, on occasion, want to type 
your copy “line-for-line,” so that one line 
of typescript equals one line of type-set. 
(This will be for your benefit—it doesn’t 
really help the typographer much.) You 
can do this by counting the characters 
in a couple of lines of previously set 
copy, or you can refer to a copy-fitting 
table to find out how many characters— 
including spaces, punctuation marks, 
everything—you can get in one line. 
Then just set your marginal stops for that 
many characters. 

This trick is particularly useful when 
you want to write a number of short 
paragraphs of equal length, like catalog 
items. 


= You can estimate the depth of your 
copy in the ad by remembering that 
single-spaced typescript is the same as 12 
point type, set solid; or 10 point type 
with 2 points space between lines; or 8 
point type with 4 points space; (these all 
total to 12 points, you see, so you can 
compare them to the depth of your type- 
written copy. The extra space in the 
smaller sizes would help readability in 
those sizes a lot). 

And if you’re really thinking in terms 
of something as tiny as 6 point, why it 
will take (set solid) just exactly half 
the vertical space of your single-spaced 
copy—provided you’ve estimated the 
length of your lines accurately. 


® Let’s consider this “set solid” stuff for 
a moment: it saves space, but it’s apt to 
be ugly and hard to read. Your type man 
will be glad to show you, for comparison, 
samples of the same copy set solid and 
with 2 points extra leading between 
lines. That little extra space (only 2/72 
of an inch) can make your copy a lot 


more readable. 

In fact, there are a number of delight- 
ful things your type boy could do for 
you with that space—move your copy a 
little bit farther from the competition in 
the next column, for instance, or work 
an interesting trick with hanging inden- 
tion. 

And sometimes he can get that extra 
space by asking you to cut your copy two 
or three words! 

It’s a damn good bargain. 


s The extra space idea mentioned above 
is one of the most important points to 
remember, of course. Here are five more 
ways you can help to improve the typog- 
raphy of your ads: 


e 1. Give your type man a little leeway 
on punctuation and capitalization. 
Using your typescript as his guide, 
he may want to get your effect with 
bold face instead of all-caps. He may 
use an italic rather arbitrarily for 
visual interest. 


e 2. Be ready to rewrite a little if he 
gets a bad break on paragraphs or 
something. If he has enough time, 
he can spot these bad breaks before 
the copy goes to the typesetter. 


e 3. Try to write paragraphs of different 
lengths to avoid monotony, and let 
your typographer suggest making or 
breaking a paragraph now and then 
when it will help the over-all ap- 
pearance. 


e 4. Remember that very short para- 
graphs are difficult to handle typo- 
graphically—especially when they 
come at the beginning of a copy 
block. They use up a lot of space, 
too. 


Employe Communications... 


Kennedy-Ives Bill 


By Robert Newcomb and Marg Sammons 
(Mr. and Mrs. Newcomb operate 
their own organization in employe 
relations.) 

Communications people are becom- 
ing tardily disturbed over the Kennedy- 
Ives labor bill, which passed the Senate 
recently by a vote of 88 to 1 and which 
(at this writing) is in Speaker Sam Ray- 
burn’s hands. It has been suggested that 
an effort may be made to ram the bill 
through the House under a suspension of 
rules. 

Those who glance over the bill see 
principally an effort to correct some of 
the more irritating abuses of labor-man- 
agement relations. A closer study, how- 
ever, reveals some of the dynamite 
resting between the lines. One section in 
particular has its ominous significance 
for industrial management: This section 
calls for detailed and difficult reports 
from every employer who spends more 
than $5,000 a year “in any manner of 
communication with his employes, on any 
subject that might be in any way re- 
lated to any issue subject to bargaining,” 
according to the view of William Barton, 
general counsel of the U. S. Chamber. 
“It is packed full of danger,” adds Bart- 
on. “To those who may try to assure us 
that the section presents nothing to fear, 
our answer is that it would take a clair- 
voyant rather than a lawyer or an in- 
dustrial relations expert to be sure.” 


= The section requires detailed reports 
from employers who spend more than $5,- 
000 in a year “to influence or affect em- 
ployes in deciding whether to be repre- 
sented by a labor organization.” This re- 
quirement, Mr. Barton feels, “can have 
too many meanings to leave employers 
comfortable as they try to fathom it.” 


Advertising Age, August 4, 1958 


e 5. Expect the different kinds of empha- 
sis to be kept to a minimum in type 
specification. On the typewriter you 
can do this 

Or This 

OR THIS 

OR THIS 
to help you visualize display. and to 
help you get across to the layout 
man the order of emphasis. But it 
makes the typescript hard to read 
and confusing to the typesetter. So 
.in typing for presentation and speci- 
fication we try to keep typewriter 

tricks to a minimum. 


= Now comes the payoff. Once you've 
gotten this far you’ve eliminated quite 
a few of the typographer’s headaches. 
When the guy who marks up your copy 
knows that it will fit, that there are no 
gaping holes to slow up reading—then 
he can devote some time to the subtle 
art of interpretation .. . 

Styles in typography seem to change 
a little bit more slowly than most things 
in this business. It’s difficult, sometimes, 
to do a good job even with the techniques 
we know will work (because they’ve 
been used for a couple of hundred 
years). 


# But, as an old pro at the art of word 
slinging, you'll be glad to know that some 
of the new ideas have proved them- 
selves; that there are ways of setting 
your prose with tremendous style and 
impact—of giving advertising copy a 
subtle assist by saying to the customer 
before he reads a word: “These easy-to- 
read phrases are about something that’s 
new, or beautiful, or strong .. .” 
And you take it from there. + 


Hits Free Speech 


Companies are already skittish about 
what they may say to employes; if there 
is the slightest doubt, their learned coun- 
sel generally advise them to say nothing. 
If the Kennedy-Ives bill passes, an em- 
ployer will think twice before he men- 
tions such matters as a bonus plan, re- 
tirement plan or other benefit, since any 
of these could be considered to have an 
effect upon employe attitude toward 
unionization. 

Many companies in this country spend 
more than $5,000 a year in postage alone 
in distributing literature to employes. 
Apart from the social chit-chat with 
which too many employe publications 
abound, almost anything else a company 
journal carries might be construed as 
having some bearing on the labor-man- 
agement relation and thereby invite fed- 
eral examination. Thus it goes without 
saying that some managements, in the 
event the bill becomes law, will take the 
course of least resistance and clam up 
completely. 


= It is unlikely, however, that all man- 
agements will chicken out to this extent. 
The Kennedy-Ives bill, in interpretation 
at least, defies some of the liberal pro- 
visions of the Taft-Hartley Act already on 
the books. Some legal minds will detect 
a conflict with the first amendment. 

We have a hunch that this one, if it 
becomes law, will be tested all the way 
to the Supreme Court. Management has 
enough restrictions on its conversations 
with employes as it now stands, and 
feels that unions have too few. The new 
law may put a muzzle on management, 
but some managements are going to take 
a particular pleasure in ripping it off, 
just to see what happens. Skol! + 
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SHOPPERS 


BUYERS 


OWNERS 


Cover your best bets 


Person for person, magazine readers buy more of just about 
everything than do non-readers. LOOK, with the greatest 
concentration of young-family readers among all major 
magazines, reaches a particularly high percentage of the 


*LooKk reaches 21.6% of the 129,100,000 Americans aged 10 and over... from 23.9% to 31.19%@ of prime sales prospects listed below. Source: LooK- 


Politz “The Audiences of Nine Magazines, 1958” 


SUPERMARKET 


SHOPPERS 


All people who shopped in All people who shopped in All people who shopped in 

supermarket in 2-week period .... 80,150,000 drug store in 2-week period ...... 74,350,000 department store in 2-week period. 35,700,000 
All such people who read All such people who read All such people who read 

an average issue of LOOK ....... 19,150,000 an average issue of LOOK ....... 18,150,000 an average issue of LOOK ....... 9,500,000 
LOOK coverage................. 23.9% LOOK coverage... 24.5% 

LOOK coverage of all people ...... 21.6% LOOK coverage of all people... ... 21.6% 


APPLIANCE STORE 


SHOPPERS SHOPPERS SHOPPERS 
All people who shopped in All people who shopped in All people who shopped in 
appliance store in 2-week period... 13,150,000 jewelry store in 2-week period .... 7,000,000 clothing store in 2-week period .... 39,850,000 
All such people who read All such people who read All such people who read 
an average issue of LOOK ........ 3,700,000 an average issue of LOOK ........ 2,150,000 an average issue of LOOK ........ 9,900,000 


BAKING MIX FROZEN FOOD BABY FOOD 


BUYERS BUYERS — BUYERS 


All people who bought All people who bought All people who bought 

baking mix in 2-week period ..... 23,950,000 frozen food in 2-week period ..... 44,050,000 baby food in 2-week period ...... 10,800,000 

All such people who read All such people who read All such people who read 

an average issue of LOOK ........ 6,350,000 an average issue of LOOK ....... 12,350,000 an average issue of LOOK ....... 2,800,000 
LOOK coverage ................ 28.0% RE MUN ccs varcanees 25.9% 
LOOK coverage of all people...... 21.6% LOOK coverage of all people...... 21.6% 


BUYERS BUYERS BUYERS 
All people who bought All people who bought All people in families buying 
shampoo in 2-week period ....... 24,700,000 lipstick in 2-week period ........ 8,300,000 life insurance in past year ....... 16,800,000 
All such people who read All such people who read All such people who read 
an average issue of LOOK ........ 6,500,000 an average issue of LOOK ........ 2,250,000 an average issue of LOOK ........ 4,600,000 
LOOK coverage ................ 26.3% UU GOUNMNOR., vicerevvnnes 27.0% LOOK coverage ............... 21.5% 
LOOK coverage of all people... ... 21.6% LOOK coverage of all people ..... 21.6% LOOK coverage of all people...... 21.6% 


OWNERS OWNERS OWNERS 
All people in families whose All people in families that own All people in families that own 
latest model car was bought new .. 51,300,000 an automatic washing machine ... 52,550,000 a room air conditioner .......... 10,600,000 
All such péople who read Ali such people who read All such people who read 
an average issue of LOOK ........ 14,150,000 an average issue of LOOK ....... 14,350,000 an average issue of LOOK ..... . 3,000,000 
LOOK coverage ............... 27.6% ce ee 271.3% LOOK coverage ................ 28.1% 
LOOK coverage of all people... . 21.6% LOOK coverage of all people... 21.6% LOOK coverage of all people. ..... 21.6% 


DISHWASHER 


OWNERS 


DRUG STORE 


_ SHOPPERS 


JEWELRY STORE 


a 


WASHING MACHINE 


— CLOTHES DRYER © 


OWNERS 


bi = i 1 le alae 


buying public as compared with the general public, accord- 
ing to the latest Politz study.* For it is these young, grow- 
ing families who have the most pressing needs and desires 
for consumer goods and services. 


DEPARTMENT STORE © 


SHOPPERS 


CLOTHING STORE 


INSURANCE 


AIR CONDITIONER — 


All people in families that own All people in families that own 
an electric dishwasher .......... 5,500,000 an automatic clothes dryer ...... 20,550,000 
All such people who read All such people who read 
i ae , issue of LOOK ........ 350,000 
an average issue 0 00K 1,450,000 an average issue of LOOK 6,350, READ BY 27,900,000 PEOPLE 
LOOK coverage ............... 26.3% LOOK coverage ................ 30.9% 
LOOK coverage of all people ...... 21.6% LOOK coverage of all people...... 21.6% 
are <i e a bo Aaa ais cai Ot, a SS a ERE ge twas geese een Fe NEL een g SERS Meee 


fe tae ee Sac e P TO ORS: Sl een ke Fora Mae se tee ae a er cee Ae 
ed 6 x : ai ane oe ee ; Tats 9 Age re ee ied pNP Hcy ieee eet 
on oi 
ee oe 
ms i is 
im ) 
ee 
Le mS + 
: ¥ mits Bi 
y ee 
4 ae 
2 oie ae 
| ee ee ‘ < 
{ ae 
he é a ae 
4 ee ee oe 5 
pe i ee 4 
oe Paes en we Sere, 
. - aie 
ee . tie 
. a re gp ee ecpansmueessy -—-——~—asrape Peay 
; le wade rash = \ _ a _f 2 ses we 
ili — 
ta 
eee 
> .* - & 
Be SF 
RE 2 
Eo ae 
a ; ee ay 
Sl aoe 
' fe 
ee 
I LOOK coverage ................ 279% LOOK coverage ............... 31.1% LOOK coverage ................ 24.8% i 
es LOOK coverage of all people... =. 21.6% LOOK coverage of all people...... 21.6% LOOK coverage of all people...... 21.6% s 
Oe ae. 
| a ate ee oe 
HR ah ae 7 
: a ~ ae ee 
, a hie os 
ae geeks 
poe 
py 
athe 
ae ay tinge Ree she OREO ae 
| b a % L : 
| ee 2 , d : 
. -y 
abe 3, 
er 
eet 
2 LIAS: | 
¥ ee ' 
i i - Made P, a ae S| f Betta: 
my. a 
as ie 
° i ieeey 
s 
: gee. 
} ape Oe 
e 
“Ne 
ra 
. 
a 
ia make 
| FF Hen fe 
2 a ‘ as 
| - 
2 ah 
ae 
y Zz 
ph 
ny a 
} i * 
Bees Ts 
7 4 ai RI ca Lai : ates, Saeiet : a a - £3 
7 a 
os _ x 
a Aopen Se mL oes ss age ‘ 


On the Merchandising Front... 


Autos and Politics—Everybody’s Business 


By E. B. Weiss 

I’m not returning to the attack on De- 
troit and much marketing research. My 
“mild and moderate” critique of modern 
research, as typified by the Edsel experi- 
ence and published in AA a few months 
back, has been fol- 
lowed in AA by other 
and more vitriolic and 
more competently dev- 
astating analyses of the 
weaknesses of modern 
research as exempli- 
fied by the auto de- 
bacle of 1958. I’m sat- 
isfied to rest my case, 
although I understand 
some of the research 
specialists are not quite so complacent! 

(They still contend that Edsel research 
was on the beam despite the fact that, in 
the first months of 1958, Edsel factory 
sales hit the magnificent total of 8,522 
cars! 

In this column I simply want to point 
out, to both the auto industry and to 
the public relations counsels and the re- 
search specialists of infinite variety who 
take the public’s pulse for the auto in- 
dustry, that they may have missed a 
vital beat in their pulse-taking. I think 
they have failed to comprehend that 
autos and politics (and the weather fore- 
caster’s wrong predictions) have become 
everybody’s business. 

Surely if the auto industry and its 
psychological savants had been fully 
cognizant that the auto industry now 
functions in a goldfish bowl, it and they 
would not have been so bitterly resentful 
of such microscopic pin pricks as my 
now famous (or infamous, depending on 
viewpoint) Edsel piece in AA and of the 
host of not quite so tiny pin pricks that 
subsequently appeared in AA and else- 
where. 


s Like it or not—glory in it or not—the 
auto industry is today, to all intents and 
purposes, a quasi-utility if not a full- 
fledged public utility insofar as public 
attitude is concerned. It even “enjoys” 
the distinction of being the only industry 
(as differentiated from the true utilities) 
which Congress has decided is so much 
a matter of public interest as to justify a 
special law compelling public display of 
its list prices. I rather doubt that Con- 
gress would have singled out the auto 
industry for this “honor” (a wonderful 
tribute, don’t you think, to this industry’s 
marketing integrity as well as acumen?) 
if Congress did not clearly recognize the 
developing “public utility” aspects of 
the auto industry in its relationships 
with the American public. 

I daresay that, in the realm of mer- 
chandise, the American public in very 
recent years has done more talking about 
autos than about any other single item— 
more than about homes, about ap- 
pliances, about food, etc. And I need 
hardly point out that in 1958 not all of 
this backfence conversation has been es- 
pecially kind in its remarks about the 
1958 cars and some of the earlier models 
as well. 


ws It is interesting to note that the 
American public really does little grip- 
ing these days about our public utilities; 
quite a change from its attitude of sev- 
eral decades back, when the utilities were 
the butt of public criticism (and not en- 
tirely without justification). Today, the 
auto industry has become America’s No. 
1 whipping boy (and, again, not entirely 
without justification). 

This is a fascinating point to contem- 
plate. And, for the auto industry, I 
should say, a bit worrisome to contem- 
plate. Who, for example, can predict that 
the recently-enacted federal auto list- 


price legislation will be the last piece of 
auto marketing legislation that Congress 
will decide is required in the public in- 
terest? 

It is my understanding that, period- 
ically over the last several decades, the 
banks have worried about the possibility 
of “nationalization.” It all started in the 
1930s, when “that man” was in the White 
House. The auto industry could easily 
scare up a similar ghost, and with may- 
be even more justification. 


= I should imagine that an early step 
for an industry to take, when it finds it 
has become the center of acid and acrid 
public attention, is to accept the public’s 
right to criticize. In 1958, the captains 
of the auto industry, and their cohorts of 
somewhat lesser corporate stature, ex- 
hibited amazingly thin skins. Their re- 
sentment of public criticism was both 
astonishing and disturbing. Astonishing 
because it occurred in an industry that 
spends millions annually to sound out the 
public—disturbing because it so closely 
resembles the attitude of the manage- 
ments of many of our public utilities 
early in the century. 

A second step, I should think, is to 
take the position that there may be not 
merely some merit, but even a great deal 
of merit in the public’s complaints. Per- 
haps the public is not entirely mad when 
it charges, for example, that 1958 models 
incorporate too many faults; that factory 
inspection systems and dealer inspection 
systems have gone to pot; that gadgetry 
and chrome and power and length have 
gone clear out of bounds. And perhaps 
public charges that complaints to dealers 
and complaints addressed to factory and 
home office executives are largely ig- 
nored or that those who complain are 
given a run-around do not constitute a 
case of blind hysteria. 


# A third step would be to comprehend 
that the public has become more and 
more sophisticated, as well as much more 
cynical, with respect to its auto pur- 
chases. Fewer and fewer people are any 
longer unaware of the “trim” year model, 
and consequently droves of customers re- 
fuse to be trimmed in a “trim” year 
(a point I made in this column over two 
years ago). 

A fourth step would be to understand 
that social status as a basic motivating 
(I hate to use that word) force in the 
purchase of an item has its limitations. 
There’s an end of the line with respect 
to social status as the compelling factor 
in the purchase of merchandise, parti- 
cularly when it begins to run contrary 
to new social status symbols. This is 
something the opinion research and mo- 
tivational research experts might have 
been expected to uncover in their mum- 
bo-jumbo field work. 


= I gather, though, from the record, that 
the motivational wizards were caught 
with their psychological insights down 
when the public began to conclude, in 
sizable numbers, that it would not lose 
social status if it kept its car for one or 
two additional years; that it would not 
lose social status if it did not have the 
longest car on the street; that maybe so- 
cial status might be better achieved by 
boasting about economy, about foreign 
small cars, by putting money into a 40- 
foot boat instead of into a 40-foot four- 
wheel monster, by putting money into a 
trip abroad instead of into a car, etc. As a 
matter of fact, many people in 1958 con- 
cluded that they won social status by not 
buying a new car, or by not buying one of 
the more expensive lines—a fascinating 
reversal in public psychology which makes 
one wonder more than a bit whether the 
desirable brand image of today may not 


become the undesirable image of tomor- 
row. 


# I think, also, that the auto industry 
will have to learn how to cut down the 
three-to-five year time lag between new 
car concept and mass production; it will 
have to learn how to cut down the model 
“lock-up” time of from 18 months to two 
years, to a maximum of one year. When 
mass production puts an industry into a 
time strait-jacket of this kind, it is little 
better than hand production in its eco- 
nomic contribution. 

I also believe that the auto industry 
will have to learn how to bring out a new 
model that may incorporate, really, only 
minor body changes, without necessitat- 
ing an investment of a billion dollars or 
so. Actually, I take these figures with 
a big shaker of salt. Knowing that the 
auto is primarily a case of assembly, 
and knowing, therefore, that the major 
cost of change-over is borne by countless 
suppliers, I find it difficult to believe 
that lifting a chrome line two inches or 
even adding six inches to a rear fin 
involves an expenditure on the order 
of a billion dollars—even in this inflated 
age. 

But, most important, it appears to me 
that the auto industry must comprehend 
that it is now “public property”; that it 
smacks of the quasi-utility; that it must 
learn how to function in a goldfish bowl 
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and love it. 

And, of course, I believe it must begin 
to live up to its public responsibilities. 
When, for example, a great gasoline 
brand announces that its laboratories 
have developed a new gas that eliminates 
“rumble” from late model car motors, 
which is apparently caused by high com- 
pression ratios, I cannot convince my- 
self that this “rumble” passed unnoticed 
out there on the great proving grounds 
of the auto makers. My opinion is that 
the auto makers just didn’t give a damn. 
And I believe much the same is true of 
the complaints that are fairly common 
about the new air suspension features. 


= I have been reliably informed that 
Commodore Vanderbilt never did say, 
“The.public be damned,” when he headed 
one of our great railroads. But I am 
thoroughly convinced that for the last 
several years some of our top auto ex- 
ecutives have taken that very attitude— 
and a good part of the auto industry as 
well. And I suspect that I am by no 
means alone in that conviction. Of course, 
the march of events in the Near East 
or an auto strike could bail out the auto 
industry. But that will in no way alter 
the basic requirements of its new long- 
term relationship with its public. That 
calls for bringing out cars that the public 
wants, made to serve the public properly, 
and marketed with integrity. + 


What They Were Saying 25 Years Ago... 


E. D. MeGarry, department of market- 
ing, University of Buffalo, in a speech 
at a divisional meeting of the advertising 
Federation of America at Grand Rapids, 
Mich. (AA, July 1, 1933): 

“Research men are often employed in 
advertising not so much to find facts and 
principles as to secure a sales argument 
which will convert a client.” 


Esther Bell MacGugin, head of E. M. 
MacGugin Co., Cleveland financial ad- 
vertising organization, addressing the 
National Assn. of Altrusa Clubs at At- 
lantic City (AA, July 15, 1933): 

“Some people think they can turn ad- 
vertising on and off like an electric light 
without throwing away money in tragic 


sums. Neither good will nor money in the 
bank vanishes the minute one stops add- 
ing to it. Unlike money in the bank, how- 
ever, good will starts spending itself the 
moment you stop adding to it.” 


Printers of west Texas, in a petition 
submitted to the government in Washing- 
ton (AA, July 15, 1933): 

“We urge upon the federal government 
that it cease competition in the produc- 
tion and sale of government printed en- 
velopes. The federal government at this 
time is calling upon the printers to adopt 
a code of fair practice. It seems only fair 
that the federal government itself should 
help maintain such a code of fair practice 
and fair prices.” 


Craw Modern, a Promising New Type Face 


By Kenneth B. Butler 

It is refreshing to note the increased 
activity in the introduction of refreshing 
new type designs by the type founders 
companies. We are glad to note that the 
founders do not intend to retire from the 
field of action and leave type design en- 
tirely in the hands of those who produce 
paste-up type. Both, certainly, are needed 
and welcome. 

We see great merit in a new design 
introduced by American Type Founders, 
called Craw Modern. This is a develop- 
ment of the Craw face which was in- 
troduced not long ago and which has 
caught on well. This new flat serif was 
designed by Freeman Craw, one of 
America’s prominent graphic artists. 


= The face exemplifies the modern spirit. 
It is clean-cut, highly legible, and fairly 
extended. In weight, I would classify it 
as medium. 

Craw Modern presently is being cut 
in Roman only, in sizes from 6 point to 
72 point. 

The capitals and lower case are to me, 
at least, equally handsome. The face 
combines high legibility with charm and 
grace. In some strokes the flat serifs are 
rounded. The weight of the strokes is, 


Aaa a i a a Ca 


6PT.TO 72 PT. 
size range cut 
for Modern use 


ABCDEFGHIJKLMNOPQRST 
UVWXYZ&81234567890C% 
abcdefghijklmnopqrstuvwxyz 


NEAT NEW FACE—Craw Modern, available 

in sizes 6 point to 72 point, gives promise 

of a useful career, particularly as a face 

for display lines. Has pleasing serifs, me- 
dium in weight. 


in the case of many letters, modulated 
from light to heavy. This avoids the 
monotony inherent in most of our sans- 
serifs. 

American Type Founders has in pro- 
duction another Craw creation, known as 
Craw Modern Bold, which will be ready 
for distribution soon. - 


= It is my feeling that Craw Modern 
will find its most extensive use for dis- 
play lines and headings, rather than as 
body type or solid composition. + 
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Meet a Medicine Hat, Alberta 


KEITH FREEMAN’S hobby is playing the pip-., but his full-time occupation is that 
of a chemical worker at Medicine Hat’s $25 million, Northwest Nitro-Chemical 
Company Ltd. plant. Keith, along with 359 other full-time employees, helps 
produce 175,000 tons of ammonium phosphate and ammonium nitrate fertilizer 
each year to meet the demands of agriculture in Canada and northwestern U.S.A. 


This one company alone ships over 4,000 cars of finished product each year from 
Medicine Hat. This is only part of the Medicine Hat industrial story. 


Look at the facts: 


e@ Medicine Hat ships, daily, over one hundred cars of locally manufactureu 
products to Western Canada and the U.S.A. 


e These products include building brick, tile, flour and other grain preducts, 
linseed oil, sewer pipe, flue lining and glass products. 


e Medicine Hat boasts 16 greenhouses, one of which is the second-largest in 


/ 


OTTAWA Citizen HAMILTON Spectator NORTH BAY Nugget WINNIPEG Tribune 
MEDICINE HAT News CALGARY Herald EDMONTON Journa/ VANCOUVER Province* 


*Published for Pacific Press Ltd 


TORONTO—The Southam Newspapers, 388 Yonge St., K. L. Bower, Manager 
MONTREAL—The Southam Newspapers, 1070 Bleury St., J. C. McCague, Manager 
. GREAT BRITAIN—F. A. Smyth, 34-40 Ludgate Hill, London E.C.4, England 
UNITED STATES—Cresmer & Woodward Inc. (Can. Div.), New York, Detroit, Chicago, San Francisco, Los Angeles, Atlanta 


CHEMICAL WORKER 


Canada. These ship out flowers and hot-house vegetables all over Canada. 


e This year Medicine Hat opened two new $3 million municipal hospitals to 
serve Southeastern Alberta. 


Per family income in Medicine Hat is an impressive $5,355.* This, combined with 
the nation’s lowest municipal tax rates, gives the 20,826 residents of Medicine 
Hat the money they need to buy your products. 

In thriving Medicine Hat, the NEWS gives you 90%, coverage of families, To 
sell Medicine Hat you must use the NEWS, 


FREE MARKET INFORMATION 
Ask your Southam representative for a free booklet featuring complete, up-to- 
date information on Medicine Hat. *Sales Management, 1958 Edition. 


GO-6775 REV. 


ny 
My IN CANADA YOU GET ACTION WHEN YOU ADVERTISE IN 


THE SOUTHAM NEWSPAPERS 
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Salesense in Advertising .. . 


Concerning the Long Copy Taboo 


By James D. Woolf 
Advertising Consultant 

In this business of ours there are cer- 
tain practitioners of the art who contend, 
sometimes with great vehemence, that 
long copy is never read. One advertising 
man who is fanatically in favor of short 
copy, made a speech 
defending his views. I 
am neither a_ short- 
copy nor a long-copy 
zealot: I think every- 
thing depends on the 
interest-value of the 
product and the appeal 
of the promised bene- 
fit. Ads that are not 
read—whether the 
copy is long or short— 
are those that fail to appeal to a definite 
want or need of the consumer. Ads that 
are read are those that present objective 
ideas which relate to the personal experi- 
ence of the consumer and touch a re- 
sponsive chord. The more the copywriter 
brings his ideas within the vivid experi- 
ence of the consumer, the more likely 
will his copy be read. 

I have before me two short-copy ads 
that will not be read. The headline on 
one is “Another Step Forward.” The oth- 
er is headed “Do You Know?” It seems to 
me that the rabid defenders of short copy 
miss the point entirely. Shortness per se 
does not arouse reader interest. Long copy 
per se will not arouse reader interest. One 
thing and one thing only determines read- 
er interest—namely, the attractiveness and 
importance of the promised benefit. When 
the promise is of consequence and credi- 
ble, long copy, if it is essential, will be 
read. This view I expounded in the July 
21 issue of ADVERTISING AGE. 


James D. Woolf 


® This morning I have a letter from Ar- 
thur A. Eastman Jr., vp of Jones & Tay- 
lor Inc., an excellent agency in South 
Bend, Ind. Mr. Eastman’s letter is so 
timely and so apropos that I shall give 
it to you verbatim: 

“Listen to this echo of your ADVERTISING 
Ace column of July 21: ‘Long copy is 
read—and thoroughly.’ 

“Exhibit A—Trust Services ad: ‘George 
always said .. .’ Editor of the Financial 
Public Relations Assn. ‘Bulletin’ liked 


it well enough to reprint it—reduced in 
a 3%” space. Then—from Norway, Maine 
to Oklahoma City—big banks and small 
wrote our client asking permission to use 
this ad as their own. 

“Exhibit B—Savings ad: ‘This $300 
Sofa .. . Result: Comments galore, 
volunteered. What most of them said: 
‘That's the first savings ad I ever read 
all the way through; made real good sense 
to me.’ 


THIS *300 SOFA... 


cost Smith $330 00 only cost Jones $297.23 
Vones saved $32.77! Here's how you can, too! 


%, and & only cost them 


To heep up with the Jomeres, Reep up four savings, at. 


THE N ATIONAL BANK 


AND TRUST COMPANY of South Bend 


“For over 25 years, this agency has 
approached the copy challenge for each 
individual advertisement, unchained by 
the Long Copy Taboo. We try to say what 
has to be said—in as few words as are 
needed to do the job. Sometimes this takes 
only ten words—sometimes a great many 
more. 

“Babies don’t thrive equally well on 
the same formula. The father of ads should 
remember this.” 

The two ads Mr. Eastman refers to are 
shown here. I like them very much. I am 
glad to reproduce them here because the 


teorge didn't make man) opletakes, Bat. Om afraid be 


war itieformed om trast sopviers. “Otaly for the wealthy.” 
he'd sus. “The bank woulda’t want to bother with aa. 
And he'd show me our bank balaner te prove we didn’t 


have “thet Kind ef memes 


E guess a tot of people make the same mistake George did 
Figure an estate ix jost what's in the bask, ft gor 


Take our cave. We had just 8612 in savings. Another 
homdeed dollars in checking. But, we 


home. Ceoonge had 


owned our § 16,000 
820,00 insurance, Our car wae two 
years abd. hut it was paid for. There were $200 in savings 
booths we'd just abet forgotton. And I dent know how 
much this stock ie worth, Ten shares, 1 found it with the 


benieds— im the sate deposit bor. 


me NATIONAL nav 


AND TRUST COMPILN) of South Bend 


EMELP FLOERA\ DEFOE INRURANCE CORPORATION FEDERAL RESERVE 5 7>TEM 


George always said: 
“We don't have 
that kind of money!” 
But. he was wrong... 


Netoally. metead of 8612. Ceorge’s estate amet have been 


more than £16,000. TP knew The National Bank would 
have been happs to handhe ot — and they would have heom 
sich a hetp! Their Trust Department has been handling 
estates for over WO) veare. “They knew all the ine and outs 
of properts valies, Gas savings. stacks. ane all that business 
Well, t have a som—be's seeking over in Mines, What's 
left of Ceorge’s estate will be my estate for him, tad I 
dou't want ie make any mistahes about it, That's whs | plan 
to call The National Bank's Trust Department first thing 
to the morning. Have the as ne Chair. 
Might be a good idea tor vow 


Vet 6.30 PM... Tues, Fa 
500 PM. Mon, Wed., Thurs 


Man Ofhce 112 W. cetterton Bivd 
1808 S- Mec hagen Sr 
2806 Winters Ave, 


1083 Lincainway Weet 
TO Meahawsha Ave 


Advertising Age, August 4, 1958 


good work that is being done by small- 
city agencies around the country. 


trade press, including ApvVERTISING AGE, 
pays too little attention to a great deal of 


Mr. Woolf’s articles are available in a handsomely bound 383-page book for per- 
manent reference. Price $5.95. Write Advertising Publications, 200 E. Illinois St., 
Chicage 11, Ill., for “Salesense in Advertising,” available on five days’ approval. 


How to get along with the art dept. 


How do you rate in your relations with the art dept.? 
The copy-art team works best when each respects the 
other’s contributions. Study these imaginary situations. 
Notice, too, the different head sizes. See how, as the 
heads are smaller, the proportions are more “human.” 
Try your hand at putting in the proper facial expressions, 
right on these figures, and save to check your progress. 
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" BRUCE WANTS THIS YLers EAT | Don't get so creative, Bub f: 
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“ Enthusiasm” 


TO EAT LUNCH —A_HARRY_)" 
x bc 


() Ris asses yountelfMiaoihs pus antasctt hat? ©) 


Next Lesson: “How to Use Facial Expressions in TV Storyboards” 


abe ; ae, : tS a a5 : ne Ler ee . : es a Sc : i ae Mere Mh ¢- : se 
hear eee. 
eeee 
| ee 
hiebgh ss ee 
puts 
fae 2 4 
es : 
aN 
PARE 
ie | 
ciies. 
ta’ Ee 
ee 
i, “Fae 
oe ‘ 
or. 
Mee ios 
ig San 
aie 
cae 
Bs 
DS nh 4g 
i? { 
cs 4 
janie ; 
ee ee 
sat ic 
Stee -- = fale “ oo. ae ms co 
par ~ : ian a re Ee Ae CAL 1 
Pmt wy ie \ LR Se Se be ee eee ee C . 1 
ws" : i i; ct eae . 
va 2 : ° ee Py Be h. ; 
“ mae, ¥ ‘ d ) 
: ss c..  eee : / eo sey ee SU Sy 
enor so ” 45 aor i5 2 aed ‘ ae | ee } 
capa ee ne oe Ne St > aE ver el Pee mm oe a fT - E { F Se Wine ae q tse | 
é wee eee eI ac > SSR emma 9 O'S Caio ei ae ar ae Getta aie Rogen: eur’ 
pti ken rs E eae ? 
ig Spl oa 
j aes f i 
daa ti Why % cost South more Why it cost Jones fess 
ay . Mrs, Smith wanted « new vote Mrs. Jones wanted & new ste, tow 
veg cee Neve she sand. thee ch Semuth eas Let's save for a” che mid, “Here's 
ie he shee fresh ows of cash $24 plached from grovery money’ 
: oe Well. beaks the borrower w formes rove « he bere like « 
ess howe «@ tthe mmething down, so + Becyamrn Franklin “Tell vow whee. 
eee here com boun seemed vat past thea he offere TU apen an accomnt at P 
ao Fate! tC acrying charge ged Mrs The Nations) Bank —pet ie $25 
bes , Smith, aut to be dented. So carrying wery month, % have the $400 
Moe aie charge it was, with nothing down in jet ceme sear 
Pr alle 12 months to pay, sed who d mis Het st year seed thew bast $ $02.77 H 
is the 10% Because The National pays 2% in 
byes Arad the Sepiths got their verte ber terest —Oguces 4 times a rear And : 
a 00) sneidering carmngs the Joneses | ‘ 
eae e S490 Only got ther sete for only $297.25 t 
Mirus e- i 
RPh te orn, | 
es fe 
Sree ee 
Shai i » 
cele Ou ae * } ; 
Hy. i Pot 
ed ee rie 
ee or) A j 
Gre Aen ce WE Weel Jeterenn Bird u 
ae 1008 S Michegen St 2900 Western Ave 5 c 
i fi yy fe 008 Limcetnwey, West EEF Sno enee Mee ort isd J 
re ee , cut 
ME ren : 
5 rs Rone OT ORR. GEOR A ERONED CONFERS! OF NERA CNTENS OUTER Nn 
# m " 
Rein: 
Reese 
rae a 
a | 
ect! 
pet 
ee. ye — 
ee 0 ; 7 
gtk ag Q 4 
qos ea \ : Rus 
3 9 
: ab = ; \/ 
> } 
eo eS ' 
i i> 
' ” Ee 
" 
si oblige, 
ight § Rena! 
See ; 
fe Seat 
ee | 
Be i 
Acnetes \ 
3 cae ee a rt as aN ENO EN HUE Ee ; < 
deere et . - —e 
‘ * : . Oe eeee ee aneet 
Fae <a ; Sa ae >a 
ete : | «i S 
es No tea : > 
; ae ; — , 
a eee | a 
~hgbaed . ‘ 
cers pee Fi { 
ete te a " ~ f 
ares | = 9 Fe * iii P 
eee a ¥ _— 
‘ a he 
# pd - wf F « 
i. Pos 
a Ses ee ees Ke Lippe? 
: Sepelios pee c! : 
baie © J wate : <a 
si eaa 
pee oes l 
Bye y Pe C—“Ct;sSCSCSCs‘iaS ee , at t 
inte eal 
aa . ‘ 
aes ia 
ae 7 
as — BAH J 
ig A 
ey er 
Fe ae PE oad V —_ \ 
Bek . 
Py he - 
“ 0 A ff 
ale Ky 
- 
7 te ee A 
ee & >: 
ah ae ee Tat Department Ana Foot Acc a 
‘ pre Of Tre Main Offce. Open ¢ a 
ae > 
Ps a ! 
fd ee Pir ay 
poe an CC | 
ie ” le ae 
ve & us ee 
PE pied 
adel ‘ ee -_—_— i 
ant a : | 
a Bes 
my 
Sia ad 
a By ay « 
3 7 a ea ‘ b a é : . 7 
oo : : : eet Te ee OG Sage, Lae re nee ear OE ne Be as PK ale ir ot at et apres <j iis : 
= 9 Pca #7 ae foe las ae Tee a MP ge a OS : hak ie ee Oe Pa . art 
be oe ae x - 
ia twee SS et ae TARE _— 
BPs: hte hee ERS 4 
ac Bike) Pe £ Ae eee ty 
Se ape Tm a as pet PRA gS Pcie aie Rade — 
ee are fg Merion = alas ee eee Ct ee ere’ oD ake oe, 
eens 515 lee eat *a2< Pe bse ot) tee Ngee SF as oe BOE | ON ea Se Se if eo a KG ens 


Advertising Age, August 4, 1958 


‘Down Beat's’ DB-TV 
Initiates Commercial 
Closed Circuit TV 


Cuicaco, July 29—Commercial 
closed circuit tv made a reasonably 
successful debut here last week at 
the Palmer House convention of 
the National Assn. of Music Mer- 
chants. 

Using eight receivers in high 
convention traffic areas in the ho- 
tel, Down Beat, backer of the 
experiment, piped nine hours of 
programming—including news, 
weather, stock reports, time sig- 
nals, paging service, brief features 
and commercials—each day from 9 
a.m. to 6 p.m. during the four-day 
convention. 

14 advertisers spent about $2,000 
on DB-TV; 12 of these have al- 
ready said they’ll buy DB-TV time 
at the NAMM New York meeting 
next year, and reaction from both 
advertisers and conventioneers has 
generally been very favorable. 


® The whole idea was evolved by 
Charles Suber, publisher of Down 
Beat, and Oscar Katov, head of 
Oscar Katov & Co., Chicago, Down 
Beat’s pr agency. Down Beat, 
which has been publishing a con- 
vention daily at NAMM’s meeting 
for the past six years, decided to 
try the closed circuit programming 
as an extension of its daily, and 
also to sell time on the station to 
advertisers, all of whom, in this 
instance, were in the music field. 

One-minute commercials sold for 
$5, three-minute commercials for 
$13.50 and five-minute commer- 
cials for $22.50—all commission- 
able. A frequency discount ar- 
rangement was also available. 
Advertisers were limited to a total 
of 72 minutes ($324) or 1/16 of 
broadcasting time for the four-day 
period. 


= Billing potential of the opera- 
tion, according to Mr. Suber, was 
about $5,000. Of this, $2,000 or 
about 40% of the time was actually 
sold. Since the production cost was 
also about $2,000, according to Mr. 
Suber, the experiment just about 
broke even. 

All the production work was di- 
rected by Edward Deerfield of Kat- 
ov & Co. and centered in a little 
studio built in an exhibit area. 
The personnel and equipment, 
which Down Beat rented from 
RCA for about $1,000, included 
two technicians, one camera and 
some 85 other pieces of equipment. 
Additional personnel and miscel- 
laneous costs brought the total pro- 
gramming cost up to about $2,000. 

The possibilities of the commer- 
cial closed circuit tv idea may be 
even brighter than its apparent 
success here indicates in view of 
the fact that no sound whatever 
was used by DB-TV. A music in- 
strument manufacturers’ conven- 
tion is noisy enough without tv, 
Down Beat figured, and so they 
used only video in this experiment. 


s All the advertisers have, how- 
ever, according to Mr. Suber, in- 
dicated they’d like sound added 
and are willing to pay more for 
it. Down Beat expects to use the 
same system with sound at 
NAMM’s meeting at the New 
Yorker and a nearby trade show 
building in New York June 21-24, 
1959. 

Mr. Suber told ADVERTISING AGE 
he regards the experiment here a 
clear success in winning acceptance 
despite the absence of sound. 
Breaking even on such an experi- 
ment, is, of course, gratifying, he 
added. # 


Jenkisson to True Story Group 

Peter Jenkisson, formerly with 
the textile division of Robin In- 
ternational Inc., has joined the 
eastern sales staff of True Story 
Women’s Group. 


Foote, Cone Names Moroz 

Boris Moroz, a copywriter in 
the Detroit office of Foote, Cone & 
Belding, has been named copy di- 
rector of the Detroit office. Mr. 
Moroz replaces the late Robert J. 
Hakken. 


Grater Joins Williams as VP 

Harold L. Grafer, formerly with 
McCann-Erickson, has joined B. 
Williams Co., subsidiary of Phar- 
maceuticals Inc., New York, as vp 
and director of marketing. 


Hearst Plans Baltimore Plant 

Hearst Newspapers, New York, 
has announced plans to construct 
a five-story downtown newspaper 
plant to house its Baltimore 
News-Post and Sunday American 
in Baltimore. 


‘Druggist’ Boosts Rates 
American Druggist, effective 
Aug. 1, 1958, will increase its 
present ad rates from $965 per 
b&w page to $1,050, and its four- 
color page from $1,270 to $1,390. 


Mrs. Sloane Joins Auerbach 

Mrs. Louise Sloane will resign 
Sept. 1 as interior design editor of 
Progressive Architecture to join 
Alfred Auerbach Associates, New 
York, as director of publicity. She 
is co-author of the book, “Revive 
Your Rooms and Furnishings,” to 
be published this fall by Studio- 
Crowell. 


Shannon Gets Florida Paper 


Shannon & Associates, Chicago, 


has been appointed national ad- 
vertising representative of the 
Florida Democrat, Tallahassee, ef- 
fective Aug. 1. 


cI oat a 


Big waht 


Everybody “talks” 


families 
with 
children. 


but only PARENTS’ MAGAZINE 
gives you circulation 100% 


in this biggest-buying market! 


Even the 3 leading Women’s magazines average 
only 53.9% families with children. 


All media are eager to “talk” families with children. This market 
buys the most of virtually all products and services. Just a few 


selected examples... 


In 1957, families with children spent 40.5% more for FOOD... 
166.7 % more for WASHING MACHINES ...100% more for FURNI- 
TURE...50% more for REFRIGERATORS...149% more for 
HOMES ...51.7% more for AUTOMOBILES ...than did families 


without children. 


Sources: 


52nd Consumer Magazine Report, Daniel Starch & Staff; 
“Survey of Consumer Finances,” U.S. Dept. of Agriculture 


True, most magazines do reach a certain percentage of families 


with children, and render them some measure of editorial service. 


But only PARENTS’ MAGAZINE talks families with children all 
the time—and nothing else. For only PARENTS’ MAGAZINE is 
devoted wholly to the special needs and interests of families with 
children. Only PARENTS’ MAGAZINE attracts families with 


children exclusively. 


Reach 1,775,000 families with over 4,000,000 children—more 
than 7,500,000 consumers, through PARENTS’ MAGAZINE. 
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Teen-Ager Takes Issue with Teen-Ager Tarter; 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


Commends Interest, but Suggests He Wait a While 


To the Editor: This letter is in 
reference to the article by Fred 
Tarter, which appeared in the 
June 9 issue of ADVERTISING AGE. | 
I, like Mr. Tarter, am a teen-ager, | 
15 years old. My father brought 
home a copy of your magazine a 
few days ago, and as I was looking 
through it I came across this arti- | 
cle. I am very much interested in | 
advertising and hope some day to} 
enter the field. 

I wish to take issue with several 
of Mr. Tarter’s remarks. I disagree 


Stk Sa 


call for all 


We are Masters of all Visual 
Communication Techniques, fully 
staffed with creative consultants 
and with complete facilities (al/ 
within one shop) to do any job 
for you in the visual selling field! 


CREATIVE ART STUDIO + SILKSCREEN 
TYPE & LETTERPRESS + BOOK BINDING 
CHARTS & MAPS + EXHIBITS & DISPLAYS 


See 


visual communications specialists 


with his opinion that “40-year-old 
admen” are unable to understand | 
teen-agers and their feelings. 
These men have had experience 
for many years; many of them are 
married and have children of their | 
own, which gives them further in- 
sight into the world of teen-agers. 
These men were once teen-agers 
themselves, and I am sure they 
have not forgotten all their feel- 
ings of that time. Forty is not a 
very staggering age anyhow, and 
I see no possible reason for call- 


|ing 40-year-old men Methuselahs. 


This attitude seems very childish 
to me, and is no great argument 
for the intelligence of teen-agers. 

It should also be obvious that a 
teen-ager who has not yet finished 
high school cannot have acquired 


| the knowledge of an educated and 


mature man. Just because they are 
teen-agers, young people do not 
necessarily have more understand- 
ing of their contemporaries than 
grownups have. Although I myself 
am anxious to go into the field of 
advertising as soon as possible, I 
realize that it is essential to grow 
older first, and more important, 


.| to get an education. As yet, I, and 


|other teen-agers, are capable of 


from flip-overs to films 
SALES TRAINING PROGRAMS & MEETINGS 
from copy planning to producti 
EXHIBITS & DISPLAYS 
from creation to production 


POINT-OF-SALE MATERIAL 


eeeeeeeeeeeereeeeeeee 


call us... for results 
. » you can 
12 Dees see! 


rapid art 
service, inc. 


304 east 45th street, & 
New York 17, N.Y 
MUrray Hill 3-8215 


speaking only in generalities con- 


that he wait a while before going 
into advertising as a business. 
Suzy Houston. 
Chicago. 


‘Relieving Monotony’ Poor 
Excuse for Outdoor Ads 

To the Editor: The accompany- 
| ing encircled editorial (“Promo- 
'tion for Billboards,” AA, July 7) 
is asinine hog-wash. 

This writer is not a per se op- 
ponent of outdoor advertising, but 
he does drive some 40,000-odd 
|highway miles a year. If outdoor 
| advertising has to depend on the 
thin subterfuge of “relieving mo- 
notony” for justification, it has 
damned poor excuse for existence. 
Don Cullimore, 
Advertising Director, Peterson 
Bros., Inc., Jacksonville, Fla. 


Refers to ‘Hypnosis’ Ad 
To the Editor: Re your editorial, 
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a bow.” As any enterprising nice 
young man just entering the adver- 
tising fraternity-sorority knows, 
most fashion copy is written by 
nice young women to appeal to 
nice young women. And, notwith- 
standing Mr. Bedell’s statement 
that the public does not look to 
retail advertising for its entertain- 
ment, all that said nice young man 
has to do to disprove this state- 
}ment is to observe his nice young 
| wife proceeding through the fash- 
}ion ads in the society section of 
|}any Sunday newspaper. Incidental- 
|ly, the girls in this office thought 
| that the above head was a “cute” 
| idea. 

| Mr. Bedell states that research 
has proved that readership studies 
|find this type of head weak and 
june worth one-tenth what they 
| could be worth. Indeed, particular- 
jly in fashion readership studies 
|that I have observed, the trick 
| heads written by alert young 
;}women that have scintillating 


cerning advertising. We may read 
books on the subject, imitate what 


| 


|we believe to be “Madison-Ave-| 


nuese,” and in other ways attempt | 


/to emulate our elders, but we are} 
| still only children, young and im-| 


mature, in comparison with them. | 

The very fact that it was neces- | 
sary for the editors to remark in| 
this article about Mr. Tarter’s 
grammar seems indicative of the 
fact that he needs a great deal 


/more preparation before hoping 


to be competent in the advertising 
world. He expresses himself not 


| badly, but merely in the manner 


of a boy. This, of course, is to be 


| expected, since he is a boy. The 


scope of a teen-ager’s world is lim- 
ited; this must be realized by teen- 
agers and adults alike. Mr. Tar- 
ter’s interest and enthusiasm are 


'to be commended, but I recommend | 


(81.3% coverage ... plus. 


an average of 81.3% of all families living in the 24 Jackson Retail 
Trade Zone towns of 1000 or more population now read the Sunday 
Clarion Ledger—Jackson Daily News . 


. weekdays even more! 


July 7, “Premotion for Billboards,” | sparkle will draw attention (and 
thought you might be interested in | sales) to twice the degree of those 
enclosed reprint of ad which ap-| without. 

| This line of reasoning, while 
| particularly true of fashion adver- 
| tising, applies to some degree in 
|almost every direction advertising 
|might take. Of course, pun head- 
lines can reach an extreme of 


aod how outdo advertising 
eis fight ties 
acute causing conden 
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| 
MEMOERS OF THE CUTIOOR ADVERTISING ASSODATION OF I8UE 
| 


"peared July 6 in the Des Moines) 


Sunday Register, Cedar Rapids Ga- 
zette and Sioux City Journal. 
Charles J. Murphy, 
Vice-President, Outdoor Ad- 
| vertising Assn. of Iowa, Du- 
buque. 
7. 


Suggestion for ‘Brain Fatigue’ 

To the Editor: Re: Your editor- 
ial, “Promotion for Billboards” 

(AA July 7): 

There is brain fatigue and brain 
| fatigue. I have yet to notice any 
|of this malady affecting my driv- 
| ng on billboard-free toll roads, but 


ridiculous inanity. But this is 
| simply stating a platitude. How- 
| ever, the heads which Mr. Bedell 
| has chosen seem to this nice young 
|reader as representing good, solid 
| imagination, and it is unfortunate 
|that they have offended Mr. 
| Bedell’s personal taste. The fact of 
the matter, as I see it, is that 
imagination over the long haul 
will supplement all down-to-earth 
| “get out and sell ’em” copy to a 
|point of improvement. They then 
no longer become distractions, but 
|attractions to compel, impel and 
sell as opposed to the repel of so 
|much of the hard-sell copy now 
| found. 

| Let’s just say there’s a difference 
‘in good, imaginative advertising 
thinking as represented in play-on- 
| word heads, and the business flash- 
like editorial style which simply 
|sums up the copy. This difference, 
| if it doesn’t lead to corn (witness: 
| You Auto Buy Now) often means 
jattention and a sale. Vive la 
| difference! 

Ralph S. Bing, 

| Ralph Bing Co., Cleveland. 


| (P.S. and aside to the editor) I 
agree with the boss on the fashion 
| head. I don’t always. His secretary, 
| Bate Koschak. 
© 

| Dangerous to Want 
_Too Much: Kishler 


To the Editor: In your issue of 


'perhaps this is a possibility. I find July 14, the eminent copywriter 
my brain is kept unfatigued by and author, James D. Woolf, was 
cigaret, corset, deodorant and lax-| quoted as saying, in effect, that to 
ative advertisements on my car|a large extent consumer “wants” 
radio. I really do not feel the need| have, at least temporarily, been 
|for visual de-fatiguing too, in the| “satisfied.” While there may well 
|\form of billboards. Occasionally | be a large measure of “truth” in 
even scenery can be interesting. | this statement, it needs a certain 
|In the East this is a difficult point amount of interpretation and ex- 
to prove, because it is rather dif- planation, and should not be taken 
ficult to observe between solid | too literally. 

| banks of billboard advertising. At least theoretically, it can be 


* reaching 22% of all families in 34 secondary 


trade area towns with 1000 or more population. 


AND 


* LEDGER 


I have a suggestion for “some 
other method of preventing eye 
and brain fatigue”’...how about 
| trees, flower gardens or grass? 
Stan Weston, 
Denver. 
© o . 


Nice Young Man and Woman 
Disagree with Bedell 


said that people’s “wants” are un- 
limited; however the real fact of 
the matter is that people, for one 
reason or another and from time 
to time, do set limits on the ex- 
tent and nature of the things they 
will permit themselves to “want.” 
One of the most basic reasons for 
this is the idea that it is dangerous 
to “want” too much—particularly 


To the Editor: With reference to under certain conditions. 
Clyde Bedell’s Looking at the| This idea derives principally 
Retail Ads (AA, July 21), I would) from the fact that people tend to 
imagine that Mr. Bedell’s antici-| suffer feelings of inadequacy and 
pation of “127 nice young men and| depression when there is too great 
women” writing in will probably|a gap between their “wants” and 
turn out to be a classic understate-| their actual or possible achieve- 
ment. ments. In order to avoid suffering 

This nice young man, at least,|these painful feelings, most peo- 
violently disagrees with him. Let’s|ple “choose” to only “want” so 
consider the fashion copy on the| much. For most people at most 
| fashion head “the CHEMISE takes|times this “choice” represents a 
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more or less reasonable and ra-| 
tional compromise between abili- 
ties and opportunities and the 
“choice” is rationalized in various 
ways—the classical example being, 
of course, the Aesopian “sour 
grapes.” 

In general, it can be said that 
in optimistic “boom times” people 
are likely to permit themselves to 
“want” more than they will per- 
mit themselves to “want” in pes- 
simistic “recession times.” In the 
former instance it seems psycho- 
logically “safer” to “want” some- 
what more than is perhaps ac- 
tually or potentially achievable, 
while in the latter instance it 
seems “safer” to “want” some- 
what less than is perhaps actually 
or potentially achievable. 

Thus, under current conditions 
which can be characterized as 
tending more toward pessimistic 
“recession times” than toward op- 
timistic “boom times,” people are, 
in psychological self-defense, like- 
ly to report, and quite sincerely 
believe. that their “wants” are 
pretty well “satisfied.” While this 
state of mind is not to be taken 
lightly, it should not be taken too 
literally either. People’s “wants” 
are not really “satisfied” and it is 
up to the business community and 
advertising to provide the condi- 
tions and create an atmosphere 
wherein people can feel “safe” in 
“wanting” and striving to obtain 
more. The consequences of not 
accomplishing this are indeed un- 
happy to contemplate. 

John Kishler, Ph.D., 
New York. 


Cool, Eh? 

To the Editor: Where, in copy 
and creative departments, does 
poetic license end? Please note 
the enclosed tear sheet from the 
Seagram whisky ad, launching the 
“Explorer” campaign. 

The analogy between the 
pierced cherry and the space sat- 
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Pow 


“EXPLORER” 
o 


Is 
CIRCLING 
EARTH 


‘Sega launches the covulest drink 
this world. or any other! 


Bite epaa S. 


ellite is intriguing, but any school 
child would be aghast at basing a 
campaign on an “Explorer Theme” 
and depicting a Vanguard satel- 
lite! 
Alan J. Stolz, 
Account Executive, Weiss & 
Geller, New York. 


He's No ‘Ludgin Alumnus,’ 
But Stands by His Praise 

To the Editor: I don’t ask that 
you print this letter or the one I 
sent to Mr. Ernstein of Ed.le Lud- 
gin Inc., if you are short on space, 
but it is necessary for me to cor- 
rect the implication in your head- 
ing over my letter (AA, July 7) 
that I am a Ludgin alumnus. 

The word “one” in the second 
paragraph refers back to the 
“many people who will readily 
agree” rather than to “Ludgin 
Alumnus.” 

The photoengraving field has 
pretty well occupied all of my time 
since starting my working career. 

T. D. Hutchings, 

President, Hutchings & Mel- 

ville Inc., Chicago. 

. ” . 
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Hand Painted, F&K Explains 

To the Editor: I was pleased to) 
see that ADVERTISING AGE ran the | 
picture and information on the 


State Farm Insurance bulletin, il- 
lustrating Foster & Kleiser’s new 
reproduction technique (July 7). 

However, I'd like to point out 
that the reproduction is hand- 
painted, not a photo blow-up. 
(The one in the picture, by the 
way, is 182 square feet.) 

As you can well imagine, the 
method is almost entirely depend- 
ent upon top quality paint work, 
the importance of which is magni- 
fied by the fact that the artist 
paints directly upon the plywood 
of the bulletin—using no color 


‘® 
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INSURANCE 


FARM 


guide whatsoever. The usual 
pounce projection is utilized, but 
does not include a color guide, 
which is usually used in painting 
bulletins. The artist works in four- 
foot sections and uses six to a doz- 
en different shades of grey, white 
and black pigment, carefully 
studying and reproducing the color | 
gradation from the original photo. | 
In this manner, subtle gradations 
in shading, which are often lost in 
a large blow-up, are faithfully re- 
produced to create an exact fac-| 
simile of the original photograph. | 


Since this technique in paint is 
unique, I thought this information 
would be of interest to your read- 
ers, as well as to clear any misun- 
derstanding as to the method of 
reproduction. 

Paul Hanson Jr., 

Director of Sales Promotion, 

Foster & Kleiser Co., San 

Francisco. 

° - e 
Comments on ‘Hidden City’ 

To the Editor: “Welcome to the 
Hidden City,” says the Los Ange- 
les Evening Mirror News (AA, 
July 21), and illustrates with a 
photograph of the county jail. The 
crime rate in L.A. must have gone 
up considerably since this writer 
was last there. 

Leonard Arthur Wheeler, 
President, Leonard Arthur 
Wheeler & Associates Inc., To- 
ronto. 

* 7 * 
Adds Point to Coleman's 


‘Subliminal’ Feature 


To the Editor: I am writing in) 


65 


reference to Mr. Coleman’s excel- 
lent article in the Feature Section, 
(AA, June 30). There has been no 
doubt in my mind that the promo- 
tion of “subliminal advertising” is 
one of the irresponsible movements 
in the industry today. I have in- 
tended for some time to prepare an 
article discussing the absurdity of 
this completely unfounded myth. 
It is gratifying that a man of Mr. 
Coleman’s stature has done this 
and that ADVERTISING AGE has pub- 
lished his article. 

There is only one point omitted 
by Mr. Coleman that I feel should 
also be mentioned. Mr. Coleman 
shows that, psychologically, it is 
unworkable. It is also optically 
impossible. By simple high school 


SSCCOHOHSSSSSOSSOESESSESESE 
MAKE 'EM LAUGH! 
Friendly prospects buy quicker. Make 
yours laugh with the “Let's Have Better 
Mottoes” monthly mailings. Unusual — 
effective — economical — exclusive. Write 
for detaiis on your business letterhead. 
FREDERICK E. GYMER 
2123 E. 9th St., Cleveland 15, O. 
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THE EVOLUTION OF THE U.S. ARMED FORCES HAS 
ELEVATED THE MILITARY CONSUMER MARKET 
TO THE UNPRECEDENTED LEVEL OF 


$10,523,000,0090 


\pilitary 
Markel 


\ 


dant 


These are the 1958 facts on the scope and significance of the gigantic, global Military 
Consumer Market. The Armed Forces today number approximately 5,000,000 
servicemen and dependents, Their purchasing power in the current federal fiscal 
year will exceed $10.5 billion. This major market, one of the more important in the 
American economy, can be effectively reached, informed, influenced and thoroughly 
sold through the world-spanning, readership-commanding “TIMES” Publications. 
And these millions of predominantly youthful Americans should be sold now—while 
they are developing the brand preferences that will endure indefinitely. Below 
is the “task force” that motivates the massive military consumer market: 


ARMY TIMES ¢ AIR FORCE TIMES ¢ NAVY TIMES—Top-circulation weekly news- 
papers, published in 21 separate editions (U.S., European and Pacific) to offer selective 
regional concentration or world-wide coverage with combination rate economy. 

THE ARMY-NAVY-AIR FORCE REGISTER— Weekly military newsmagazine, edited 
for the highest echelon of military rank. It's top reading for top military people. 

THE AMERICAN WEEKEND— Fact and feature filled family newspaper, published each 
week exclusively for Armed Forces servicemen and dep 


testi. 


d in Europe. 


THE MILITARY MARKET MAGAZINE — Trade journal of the market, edited for the mili- 
tary buyers, world-wide, within the vast Armed Forces Exchange and Commissary systems, 


Write or call the nearest office of The Army Times Publishing Company for a copy 
of the new information booklet: ‘‘Mass Sampling and Selling To Millions”, your 
guide to how to sell the U.S, Armed Forces consumer and procurement markets. 


U. S. OFFICES: BOSTON, CHARLESTON, S.C,, CHICAGO, DALLAS, DETROIT, HONOLULU, LOS ANGELES, MIAMI, NEW YORK, hla stax. SAN FRANCISCO 
FOREIGN OFFICES: FRANKFURT, LONDON PARIS, ROME, TOKYO 
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physics it can be shown that the 
angle of clear vision subtended by 
the eye is so small that only one 
minute portion of the screen is 
visible in the minute portion of a 
second in which the subliminal 
image is flashed. 
quickly demonstrated by looking at 
a dot above the “i”. It will be no- 
ticed that only the dot itself is 
clear; and in order to see the sur- 
rounding letters, the eye rapidly 
moves back and forth scanning 
them. This movement is so rapid 
that we are not aware of it. It is 
not so rapid, however, that it could 
possibly scan the entire screen and 
recognize “Drink Coca-Cola” in 
1/200th of a second. 

I believe that it is the responsi- 
bility of all of us in the advertising 
and communications field to resist 
crack-pot trends, however glamor- 
ously they may be presented. 

Ted Busch, 

Public Relations Manager, The 

DoALL Co., Des Plaines, Ill. 

. + . 
White Horse Rides into 
the Makeup Picture 

To the Editor: We would like to 
call your attention to a bit of 


| 
[taemeny tenes Pgh 4 Ar Werte 


humor and “make up man” make 


up. 
On Tuesday, Dec. 17, 1957, the 


PRINTING BUYERS 


FACTS—about roll-fed offset printing 
© Paper in rolls costs less 
Prints 4 times as fast 
© Prints 2 sides in one operation 
© Prints and folds on press 
© Two colors at single-coler prices 
CATALOGS—CIRCULARS, etc. 


Akron, Ohio 
FRanklin 6-6175 


This can be! 
terpret the wonderful ceremonial | 


Miami News ran the attached edi- 


torial copy which, incidentally, or | 


coincidentally, fell beside the man 
on the White Horse. Of course, we 
}do not condone such makeup, and 
|certainly hope that the readers of 
the Miami News did not misin- 


honors in behalf of Col. Billy 
Mitchell. However, we could not 
help but call your attention to this 
sample of what sometimes hap- 
pens in the makeup of a newspa- 
per. 
Irving S. Meisel, 

Advertising and Sales Promo- 

tion Manager, Browne-Vint- 

ners Co. Inc., New York. 


A Bow to Enderwood as 
Watch Merchandising Pioneer 

To the Editor: While not want- 
ing to detract from the superbly 
professional job Hamilton and its 
agency have done with their new 
emphasis on watch styling (AA, 
June 23), I believe Hamilton 
owes a nod of acknowledgement 
to marketing-consultant Bruce 
Enderwood, who originated the 
move with Gruen more than three 
years ago. 

It was Enderwood who, while a 
vp at Gruen, grabbed the watch- 
making industry by the ear with 
his “Newest Look in Time” mar- 
keting theme for the Cincinnati 
watchmaker. And it was Ender- 
wood who cornered credits for im- 
agination in the watchmaking in- 
dustry when he went to Harley 
Earl, the Detroit automotive de- 
signer, for a whole series of strik- 
ingly new contemporary watches. 
Finally, it was Enderwood who 
broke away from the catalog page 
layouts traditionally favored by 
watch companies in print adver- 
tising when he presented Gruen’s 
“Newest Look in Time” in a four- 
color layout with the geometrical 
artistry of a Mondrian design. 

Hamilton deserves great credit 
for having gone the whole way 
with a theme which some watch 
merchandisers characterized as 
being too far ahead of the times 
| when Enderwood introduced it 
| three years ago. But if any acco- 
lades are due the man who first 
blazed the trail, Enderwood is the 
pioneer who merits a mention. 

Chet Hansen, 

Market Relations Network 

| Ine., New York. 


A Technique 
for Producing 


Where do the moneymaking 
ideas come from—those ideas 
which make success novels, ra- 
dio and television programs, 
moving pictures sales compaigns 
and businesses? 


James Webb Young, one of 
the est d idea men in 
the vertis business, set 
out to answer this question for 
his students at the University of 
Chicago. The result is a little 
book which you can read in an 
hour but remember the rest 
of your life. 


In the simplest and clearest 


people. He gives you the formula 


which they consciously un- 
—— usly follow in Bi. Bema 
eas 


production is, as he sare, “as 
definite as the process by which 
motor cars are produced.” 


Enthusiastically endorsed by 
sales managers, editors, college 
professors and students, poets. 
advertising men, salesmen aa 

iness executives who have 
read it. Send for your of 
A TECHNIQUE FOR PRODUC- 


ne now. Only $1.25 
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Advertising Age, August 4, 1958 


Win Two Humans! 


THE GREATEST GIVEAWAY IN NORWALK HISTORY! 
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‘ 
$V west to wie two temas Beings Geceete . . . 137 words ov temed © 


need nothing che for this content except your 


at TOWNE TY today. The content cloves Auguat 2nd, 1958. 


BOA VICTOR radio * phonographs * TY + Color TY * HM 


MAGNAVOK TY * HEFL * phonceraphe 


magneton 
Ne ebligetion. Se fil out the blenk af the might oad drop 0 off 


GIVEAWAY—“Two extraordinary man-servants for a 
day” is the first prize offered in a merry contest in 
Norwalk by Towne Television. “Anyone can enter 
except licensed sadists,” the newspaper ad says. The 


geen 
¥ constent drive te keep the youth of Americe off the street corners 
ebveletely free te the men or woman whe brings in the mes! orignal has hired their services for one day. And for one dey they will be 
completion, in 37 wards or less, te this statement, “I want to win et the exclusive beck ond call of some lucky contest winner! Second 
two human beings becouse 4 end third prises ore tickets te top Broedwey shows! 
pe. J ee ON DISPLAY 
Anyone ean enter except Neemsed sadist. Entry blenks con be The twe hemes will be on display in the winde~ of TOWNE 
clipped trom this page or picked up here at TOWNE TELEVISION. TELEVISION on SA’ AY PPacLY S40" Sec tae elk, toh. Nah? . 
Simply oa jwted. Seo them win ther leveshlo wey ———r 


eogerettes leek sophute 
beort 
SAMPLE ENTRY 


"I want two human beings because M've never had pets of my own 
didn't Whe 


TE 8.8596 
514 WEST AVE. 
NORWALK, CONN. 


4 #% $79.90. Se come in today for two chences of « lifetrme ‘ 
and 
entries for eur FREE HUMAN BEINGS. No obligation Anyone 


* can win, 
See eee ee eee eee eee eee EMRET, - 


BECK {QUINT 


TOWNE TELEVISION. 


sample entry starts: 


te turn in your | 


“IT want two human beings be- 
cause I’ve never had pets of my own.” “No sacrifice 
is too great to prove to you that Hi-Fi does not mean 
Hi-Finance,” TT explains. 


Coming 
Conventions 


*Indicates first listing in this column. 

Aug. 13-14. 3rd Annual circulation sem- 
inar for Business Publications, Edgewater 
Beach Hotel, Chicago. 

Aug. 13-16. Affiliated Advertising Agen- 
cies Network, annual international meet- 
ing, Lord Baltimore Hotel, Baltimore. 

Sept. 5-8. Mail Advertising Service 
Assn., 37th annual convention, Chase- 
Park Plaza, St. Louis. 

Sept. 10-12. Direct 
Assn., 4lst annual convention, 
Park Plaza, St. Louis. 

Sept. 15-17. 3rd Annual Newspaper 
R.O.P. Color Conference, Waldorf-Astoria 
Hotel, New York. 


Mail Advertising 
Chase- 


Sept. 18-19. National Assn. of Broad- 
casters, Region 3, Hotel Buena Vista, 
Biloxi, Miss. 


Sept. 22-23. National Business Publica- 
tions, New York regional conference, 
Ambassador Hotel. 

Sept. 22-23. National Assn. of Broad- 
casters, Region 6, Oklahoma Biltmore, 
Oklahoma City. 

*Sept. 25. Magazine Publishers Assn., 
fall conference, Waldorf-Astoria Hotel, 
New York. 

Sept. 25-26. National Assn. of Broad- 
casters, Region 7, Challenger Inn, Sun 
Valley, Ida. 

Sept. 29-30. National Assn. of Broad- 
casters, Region 8, Hotel Mark Hopkins, 
San Francisco. 

Oct. 2. Advertising Research Founda- 
tion, fourth annual conference, Waldorf- 
Astoria, New York. 
| Oct. 5-7. Advertising Federation of 
| America, 7th District convention, Whitley 
Hotel, Montgomery, Ala. 
| Oct. 5-9. Outdoor Advertising Assn. of 
America, Hotel Sherman, Chicago. 

*Oct. 6-7. New England Newspaper Ad- 
vertising Executives Assn., annual meet- 
jing, Hotel Statler, Boston. 

Oct. 9-10. American Assn. of Advertis- 
ing Agencies, Central Region’s annual 
meeting, Drake Hotel, Chicago. 

Oct. 9-11. Pennsylvania Newspaper Pub- 
lishers’ Assn., annual convention, Hotel 
Roosevelt, Pittsburgh. 

Oct. 10-11. Mutual Advertising Agency 
Network, 4th quarterly business meeting 
and workshop. 

Oct. 12-15. American Assn. of Advertis- 
ing Agencies, western region, 2ist annual 
convention, El Mirador Hotel, Palm 
Springs, Cal. 

Oct. 13-14. National Assn. of Broad- 
casters, Region 4, Hotel Schroeder, Mil- 
waukee. 

*Oct. 13-15. Packaging Institute, 20th 
annual national packaging forum, Edge- 
water Beach Hotel, Chicago. 

Oct. 15-17. Point-of-Purchase Advertis- 
ing Institute, first national members 
meeting, Hotel Claridge, Atlantic City. 

Oct. 16-17. National Assn. of Broad- 
casters, Region 5, Hotel Radisson, Min- 
neapolis. 

Oct. 19-21. Inland Daily Press Assn., an- 
nual meeting, Drake Hotel, Chicago. 

Oct. 20-21. Agricultural Publishers 
Assn., annual meeting, Chicago Athletic 
Assn. 


Oct. 20-21. Boston Conference on Dis- 
tribution, Hotel Statler, Boston. 

Oct. 20-21. National Assn. of Broadcast- 
ers, Region 1, Hotel Somerset, Boston. 

*Oct. 22. A leted 
tions, annual Midwest conference, Drake 
Hotel, Chicago. 

Oct. 22-24. Life Advertisers Assn., an- 
nual meeting. Queen Elizabeth Hotel, 
Montreal, Can. 


hii. 


Oct. 23-24. Audit Bureau of Circula- 
tions, 44th annual meeting, Drake Hotel, 
Chicago. 

*Oct. 27-28. National Assn. of Broad- 
Region 2, Hotel Statler, Wash- 
ington, D. C. 

Oct. 26-28. National Newspaper Promo- 
tion Assn., Central regional meeting, 
Whittier Hotel, Detroit. 

. 27-28. American Assn. of Adver- 
tising Agencies, eastern annual confer- 
ence, The Biltmore, New York. 

Nov. 5. American Assn. of Advertising 
Agencies, east central region annual 
meeting, The Commodore Perry, Toledo. 

Nov. 9-12. Assn. of National Adver- 
tisers, fall meeting, The Homestead, Hot 
Springs, Va. 

Nov. 10-11. National Newspaper Promo- 
tion Assn., southern regional meeting, 
Barringer Hotel, Charlotte, N. C. 

Nov. 16-19. Broadcasters’ Promotion 
Assn., annual seminar, Chase Hotel, St. 
Louis. 

Nov. 17-19. Southern Newspaper Pub- 
lishers Assn., annual convention, Boca 
Raton Hotel and Club, Boca Raton, Fla. 

Nov. 20. Business Publications Audit of 
Circulation, annual meeting, Hotel Bilt- 
more, New York. 

Nov. 20. Television Bureau of Adver- 
tising, sales advisory committee meeting, 
Waldorf-Astoria Hotel, New York. 

Nov. 20-21. National Business Publica- 
tions, Chicago regional conference, Drake 
Hotel, Chicago. 

Nov. 21. Television Bureau of Adver- 
tising, annual meeting, Waldorf-Astoria 
Hotel, New York. 

*Jan. 23-25, 1959. Advertising Assn. of 
a West, midwinter conference, San Jose, 

1. 

April 5-8, 1959. Sales promotion divi- 
sion, National Retail Merchants Assn., 
Eden Roc Hotel, Miami Beach. 

May 24-27, 1959. Associated Business 
Publications, 53rd annual meeting and 
management conference, Skytop Lodge, 
Skytop, Pa. 

*June 28-July 2, 1959. Advertising Assn. 
of the West. 56th annual convention, Ta- 
hoe Tavern, Tahoe City, Cal. 


Bohemian to Sander Rodkin 

Sander Rodkin Advertising 
Agency, Chicago, has been ap- 
pointed to handle advertising for 
Van Merritt beer, a product of 
Bohemian Brewing Co., Joliet, Ill. 
A program is being launched which 
will feature the use of outdoor 
advertising and radio, plus other 
consumer media. Previous to the 
appointment of the agency, the 
brewery handled all promotion 
direct. The agency will also handle 
any advertising for Bohemian 
Club, another of the brewery’s 
products. 


Dumond Named Chicago S.M. 

Elmer F. Dumond, formerly vp 
and general manager of Texlite 
Inc., Dallas, has been named Chi- 
cago sales manager of the electri- 
cal advertising division of Federal 
Sign & Signal Corp. 


ANA Adds 38 Members 

The Assn. of National Adver- 
tisers Inc., New York, has an- 
nounced that 38 new members 
have joined the organization dur- 
ing the first half of 1958. 


Hartman Heads Youth Club 


George H. Hartman, president of 
George H. Hartman Co., Chicago 
agency, has been elected president 
of the Off-The-Street Club, formed 
in Chicago in 1900 to provide rec- 
reation for youngsters. Other offi- 
cers are I. S. Anoff, president of 
Albert Pick Co., exec vp; D. L. 
Harrington, chairman of Reuben 
H. Donnelley Corp., Ist vp; Val 
Bauman, vp of National Tea Co., 
2nd vp, and Ward Quaal, vp and 
general manager of WGN, secre- 
tary. 


Biemiller Joins NAM 

Carl Biemiller, chairman of the 
operations committee of the Phil- 
adelphia Daily News, Philadelphia, 
and assistant publisher before the 
paper was purchased by Triangle 
Publications, has resigned to join 
the National Assn. of Manufactur- 
ers in a public information execu- 
tive capacity. 


Boston Insurance to Klein 

The Boston Insurance Group, 
comprising Boston Insurance Co., 
Old Colony Insurance Co., Boston 
Indemnity Insurance Co. and 
Equitable Insurance Co., has 
named Jules L. Klein Advertising, 
Pittsfield, Mass., to handle its ad- 
vertising, effective Aug. 1. 


Brown Joins Byer & Bowman 

Charles A. Brown, former divi- 
sion chief in charge of advertising 
and publicity for Air Force recruit- 
ing for eight western states, has 
joined the public relations depart- 
ment of Byer & Bowman Advertis- 
ing Agency, Columbus, O. 


Proebsting, August Adds 1 

Proebsting, August & Harpham, 
Chicago, has been appointed to 
handle advertising for the Zurich- 
American Insurance Companies, 
headquartered in Chicago. Vaughn, 
Thain & Spencer, Chicago, former- 
ly handled the account. 


Marle does it | 
FASTER... 


complete mailings, multi- 
graphing, mimeogrepk 
ng, addressing, fill-in on 
multigraphed letters, 
ag om ing. 
TF ee yt 
ng Lis o-da you 
from detail work. For rush pick-up, 
uick service and fast delivery 
L WAbash 2-8655. 
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Car Buyer Seeks 
Economy Plus Size, 
NBC Survey Finds 


New York, July 29—What kind 
of a brand image does the car 
shopper have in his mind when 
he visits a dealer’s showroom? 

How close does his mental im- 
age come to the car he has 
stopped in to see? 

What kind of a mental image 
does the car shopper have of him- 
self? 

This is the kind of corollary 
digging the National Broadcasting 
Co. did in its latest automotive 
survey. Conducted by Advertest 
Research, the study is based on 8,- 
220 interviews with dealers, shop- 
pers and the general public early 
in 1958. 

Primary emphasis in this study 
—as in two earlier ones—was to 
determine dealer preferences in 
media and the sales impact of var- 
ious media. 

The findings in this analysis 
were released generally last week. 
NBC executives already have 
shown them to the automotive 
decision makers in Detroit in an 
effort to spark tv sales. 


= This year’s study was confined 
to the seven makes of cars that 
were advertised on NBC-TV 
during the 1957-58 season—Buick, 
Chevrolet, DeSoto, Edsel, Ford, 
Oldsmobile and Plymouth. 

In general, it was found that 
most manufacturers are doing a 
good job of firmly implanting 
their brand image in the mind of 
someone who has enough of a yen 
for “car X” to go to the show- 
room to look at it. 

Furthermore, the “ideal” car in 
many cases turned out to be pret- 
ty close to whatever make the 
respondent was looking at when 
he was interviewed. 

The combination of the out- 
standing features many people are 
looking for in a car—economy and 
“big impressiveness’—is enough 
to give the hard-pressed automo- 
tive salesmen more gray hairs. 


® The self-image findings showed 


that nearly everyone considers 
himself to be alert, and that al-| 
most nobody thought of himself as) 
thrifty. 

This is how the shoppers in| 
various show rooms rated them-| 
selves: Ford, low on soft-heart- 
edness; Buick, high on levelhead- 
edness; Chevrolet, strong on 
alertness; Oldsmobile, strong on 
alertness and low on thrift, and 
Plymouth, high on ambition and 
adventuresomeness. 

As in the previous NBC studies 
of this kind, television again 
swamped the competition—news- 
papers and magazines—as_ the 
dealers’ favorite advertising me- 
dium. Most of them singled out tv 
as the best means of stimulating 
store traffic and pre-selling cus- 
tomers. 51% wanted an increase 
in the video budget; 5% thought 
a cut was in order. 

64% of the shoppers said tv ad- 
vertising stood out most in their 
minds; 50% said tv advertising 
did most to get them interested 
in looking at a car. 

This strong ammunition not- 
withstanding, NBC so far has not 
lined up as much automotive 
business for the 1958-59 season as 
it had last year. The biggest can- 
celation blows came from General 
Motors, which dropped the 90- 
minute “Wide Wide World” tele- 
cast, and from DeSoto, which will 
no longer have Groucho Marx 
sending people into its showrooms. 


‘Digest’ Promotes Barnes 

J. Clinton Barnes has been ap- 
pointed associate advertising direc- 
tor of the international editions of 
the Reader’s Digest. He has been a 
member of the sales staff of the 
international editions for the past 


eight years. 


Koppers Promotes R. A. Smith 

Robert A. Smith, formerly ac- 
count supervisor of advertising and 
sales promotion of the tar products 
division of Koppers Co., Pitts- 
burgh, has been named manager of 
the advertising and promotion 
section of the division. Mr. Smith 
succeeds F. Paul Cooney, who has 
resigned. 


McKee Appoints O'Connell 

Samuel E. O’Connell has been 
appointed merchandising manager 
of the McKee division of Thatcher 
Glass Mfg. Co., Jeanette, Pa. Mr. 
O’Connell was formerly advertis- 
ing and sales promotion manager 
of Thatcher’s container division, 
New York. 


Salberg Joins Publisher 

Lee Salberg has been named 
midwestern advertising manager 
and merchandising manager of 
Publishers’ Development Corp., 
Skokie, Ill., publisher and distri- 
butor. He formerly was regional 
manager of TV Guide. 


‘Buyers Purchasing Digest’ 

Names Christman and Blum 
Karl F. Christman, formerly of 

Standard Oil Co. and Central 


Westport, Conn., 


Fairfield Names Mulligan 
Fairfield County Publications,| Crier, 


67 


tising representative for The Town 
twice-weekly newspaper, 


has appointed| and Fairfield County Fair, weekly 


Ralph R. Mulligan national adver- | supplement. 


Standard Life of Illinois, has been 
named district sales manager in 


—— hg gue oe, “ next time 
rchasing Digest, Cleveland. He 
will be in charge of the publica- you move 
tion’s new Philadelphia office. our 

Don R. Blum, formerly director y 


of public relations of Goodyear In- 
ternational Corp., Akron, O., has 
been appointed editor of the pub- 
lication. 


Seamans Elected President 

James S. Seamans, ad director of 
United Gilsonite Laboratories, has 
been elected president of the Ad- 
vertising & Sales Club of Scranton, 
Pa. Other officers are Florence M. 
Kellow, Samter’s, lst vp; Jerome 
K. Miller, Scranton Better Business 
Bureau, 2nd vp; Grace MacKenzie, 
WDAU-TV, financial secretary; 
Frances M. Reardon, Donnelly Ad- 
vertising, recording secretary, and 
Frank C. Smith, treasurer. 


“She make you 
carry that 
everywhere?” 


i 


tan “ —— - LP ine cs 


ple go to extremes to be within 


DISPLAYS 
and 
EXHIBITS 


Wheaton 
Van Lines Suc. 


General Offices, Indianapolis, Ind. 


COAST TO COAST 

LONG DISTANCE MOVING 

Courteous, dependable drivers 

expert, careful handling 

“on time” deliveries 

over 500 Agents — 
all principal cities 


in the West 


LYON 


ear-shot of their favorite Storz Station 
MINNEAPOLIS-ST. PAUL... WDGY is first morning . . . first 


—So in each of these 


4 major markets 
more people 
listen to the 
STORZ STATION 
than to any 
other ... by far. 


afternoon. . 


Manager Jack Thayer. 


. first all-day with a 28.2% average Hooper. First on Pulse, 
too. 50,000 watts plus 50,000 watt personalities. Talk to Blair, or General 


KANSAS CITY . . . WHB is first all-day. Proof: Metro Pulse, Nielsen, 
Trendex, Hooper; Area Nielsen, Pulse. All-day averages as high as 48.5% 
‘ Nielsen). Remember—you get coverage and audience on WHB. See Blair 
or General Manager George W. Armstrong. 


NEW ORLEANS... WTIX is 20 times more powerful . . . with 5,000 


watts on 690 ke. and first... 


all-day. Proof: Post-change-over Hooper 


(32.8% )—Pulse, too. In fact, WTIX is first in 462 of 504 Pulse quarter- 
hours, and first in every single daytime 44. See Adam Young or General 


Manager Fred Berthelson. 
MIAMI “so WQAM is first ° 


.. all-day. Proof: Hooper (39.2% ... 


and first in 264 of 264 quarter-hours) ... Pulse (432 of 432 quarter- 


hours) ... Southern Florida Area Pulse . 


General Manager Jack Sandler. 


AV'S RADIO FOR TO 


.. Trendex. See Blair... or 


WDGY Minneapolis St. Paul 


REPRESENTED BY JOHN BLAIR & CO. 


WHB Aansas City 


REPRESENTED BY JOHN BLAIR & CO. 


WTIX New Orleans 


REPRESENTED BY ADAM YOUNG INC. 


WQAM Miami 


REPRESENTED BY JOHN BLAIR & CO. 
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THE 


LANDING 


STRIP 


as seen by 
JOHN BURGOYNE 


Effective Sales Research in grocery 
and drug stores requires the cooper- 
ation of store owners and operators. 
Accurate checking of shelf stocks, 
storage room reserve stocks, and re- 
ceiving records—is obviously done 
best in an atmosphere of friendly 
helpfulness. Burgoyne’s Continuing 
Consumer Studies of the buying 


habits and attitudes of shoppers in | 


grocery and drug stores—made for 
the benefit of store owners and op- 
erators—are conducive to creating 
and maintaining such an atmosphere 
for the field research people of the 
organization. As a direct result . . 
their work is accomplished more 
thoroughly and more accurately . . 
because of full cooperation from the 
retailers. 


SURVEY OF 
Stote Shoppers 
a 


Prepared by 
een L. ene. 
chandising, W7t0 
BURGOYNE | GROCERY & DRUG INDEX, INC- 


CHMCINNAT!, OHNO 


However, the “Survey of Drug 
Store Shoppers” illustrated (and just 
off the press) is of interest and help 
to more than just owners and oper- 
ators of drug stores. Manufacturers 
of products sold through drug outlets 
. . and their advertising agencies 
.. . will find the facts uncovered to 
be of specific value in their overall 
considerations of marketing. 


7 RoR 


Where consumers prefer to buy 
items usually found on drug store 
shelves (but also available in other 
outlets) and why . . . frequency of 
shopping . . . why they prefer one 
drug store to another . . . what they 
don’t like about certain drug stores 
. . the doctors’ influence on the 
shoppers’ selection of a store to fill 
a prescription . . . the degree of 
which they regard the druggist as a 
professional man—all of these con- 
siderations and more are covered in 
this Survey of Drug Store Shoppers 
. . « Their Buying Habits and 
Attitudes. 
x * * 


Like the parallel study of Super 
Market Shoppers conducted annual- 
ly for the past five years .. . this 
study is prepared by Ben Schapker, 
Merchandising Director of the Bur- 
goyne Grocery & Drug Index, Inc. 
... and an old hand at getting mer- 
chandising facts. 


5.9.2 


Your copy of this Survey of Drug 
Store Shoppers . . . an analysis of 


the habits and attitudes of house- 
wives responsible for most of the 
family purchases — comes to you 
postpaid for one dollar sent to the 
address below. 


Along the Media Path 


“Inside Story” is the title of | ation,” said John T. Gelder Jr., vp 


an elaborate 32-page brochure | and general manager of the station, 


promoting the editorial 
of the Saturday Review. 


concept 
“In a 


in explaining the purpose of the! 
telecast, which lasted for 70 min- | 


;world gone mad with numbers, | utes. 


|it is high time that editorial vi-| 
|tality and editorial influence got|e Blair-TV and Blair Television | 
“Plans Board | 
which, by) 


the microscopic treatment 
buyers of advertising,” according 
to a statement by J. R. Comin- 
sky, publisher. Copies of “Inside 
Story” will be sent to advertisers 
and agencies on request from the 
Saturday Review, 25 W. 45th St., 
New York 36. 


e Petersen Publishing Co., Los 
Angeles, has bought property ad- 
joining the company’s present fa- 
cilities on Hollywood Blvd. and 


_| plans to build a four-story build- 


‘ing to house its offices. The 
building is slated for construc- 


tion in 1960. 


e Among the copies of its July 21 
issue was the 5 billionth copy of 
Life, the publisher reports. The 4 
billionth paid copy of the maga- 
zine appeared late in 1954. 


|e WCHS-TV, Charleston, W. Va., 
| says it made the first live telecast 


of a Caesarean section. “There is 
only one way to interpret surgery 
and that is to show an actual oper- 


“SOUNDS GOOD!” 


VINCE LEE IACK 
nearewtentr | — | AATTIGAN 
- SOUNDS G00D - soumS GOOD 


from | 


Associates offer a 
for Spot Television,” 
means of a sliding insert, gives 
cost and rating information for a 
variety of spot tv schedules. 


e Foster & Kleiser Co. is putting 
on a series of research and de- 
velopment conferences for key 
agency personnel and their cli- 
ents in Los Angeles. 


e “How to Build Interest and 
Dividends,” a kit containing 27 
ease histories on 
banks, savings banks and savings 
and loan associations, is being 
distributed to members by the 
Television Bureau of Advertising. 


|The new kit is part of a stepped 
up campaign to enable members | 


commercial | 


| 


ence delivered by 


in ten major markets. 


e The Herald-Whig, Quincy, IIL, 


mid-July, citing Quincy’s pro- 


'gress in the decade of the ’50s.)| 


The five sections of the progress | 


edition alone totaled 126 pages, 
the newspaper reports. 


| 
} 


“to hold and increase television's | e Of the 12 publications carry- 


lead as the No. 1 national ad 


vertising medium.” 


a ling $10,000,000 or more in adver- 


tising during the first six months 
of 1958, nationally 


e Adam Young Inc. has released | newspaper magazines showed the 
another in its continuing series | greatest dollar gains over the 


of reports on radio, this one 
entitled “The Bigger ‘Plus’ of| 
(a 
Steak tomgh? 


“SOUNDS GOOD!” “SOUNDS GOOD!” 


JACK 


PROMOTION—ZIts small space “Sounds good”. ads are having an “ex- 
cellent effect” in Philadelphia, reports WRCV. In addition to the 
newspaper ads, WRCV is using 244210’ bus signs, 242x9’ dimensional 
signs in the Suburban Station Bldg. and spots on its radio and tv 
broadcasts to boost the “Sounds good” campaign. 


| 
} 


| 


same period in 1957, according to 
Parade. Parade lists the 12 plus 
their gains or losses as follows: 
Parade, up $2,326,739; American 
Weekly, up $1,974,884; Reader’s 
Digest, up $1,783,993; This Week 
Magazine, up $1,528,672; Good 
Housekeeping, up $517,304; News- 
week, down $158,585; Look, down 
$322,394; Time, down $530,234; 


Ladies’ Home Journal, down $1,-| 


401,443; Better Homes & Gar- 
dens, down $3,423,144; The Sat- 
urday Evening Post, down $3,- 
926,320, and Life, down $7,335,- 
125. 


e Department of New Laurels: 
Foreign car advertising in Motor 
Life and Motor Trend reached an 


| 


alltime high during the first six | 
months of 1958, according to Peter- | 
sen Publishing Co. The magazines | 


registered a 75% revenue and a 
49% linage increase in the first 
half of 1958 compared to the simi- 
lar period in 1957. 


Billings for WABC-TV for the| 


FIQST MATIOMAL BANK BLOG. CINCINNATI 2, ONTO, 


ee PF gee 


118 SOUTH CLINTON STREET 


ington 


do the rest! 


¢ 


good engravings 
spark readership... 
help initiate 
sales-action 


A better ad calls for a better engrav- 
ing, whether it’s a simple zinc or a 
complex four-color R.O.P. engraving. 
Advertising managers and agency pro- 
duction men know that specifying 
“Engravings by Washington” will re- 
sult in better engravings. To add 
SPARKle to your ads and to SPARK 
sales-action, just give us a call. We'll 


‘Skillful, dependable service, always. R.O-P. color, too! 
PHOTO ENGRAVING COMPANY 


FRANKLIN 2-6343 


syndicated | 


a6 ™ 
aT) = AR | 
' ; bd 24 f 


HOOPLA—Minneapolis’ Mayor P. Kenneth Peterson proclaimed the 

July 21 week as “Movie Spectacular Week” in honor of WTCN-TV’s 

new feature film show at 9:45 nightly. Girls, bus cards, newspaper 
ads, on-the-air promotion and other devices were used in the push. 


Modern Radio.” The new study|second quarter of 1958 showed a 
examines the out-of-home audi-|65% increase over the same period 
independent | last year, the New York station 
stations and network affiliates | reports. 


issue with a gain of 17.6% in ad 
; | | linage over the same issue last 
published its biggest edition in| year. 


Advertising Age, August 4, 1958 
fy a 
i. ve hi é 
EOS 
% ; 


4s : 


.¥ 


Sports Afield closed its August 


& 


“oe 


— 


- 


[------------ 


See a 
Filmotype 


Photo Lettering 


Demonstration 


...tts an education! 


a 


7 oe : 
t . 4 ‘ 
we learned how savings, 
finest quality lettering 
and simplicity of 


operation go 
hand in hand. 


Seeing is believing . . . at least 
where the Filmotype Photo 
Lettering Machine is concerned. 
It’s an education, as well as 
unusual fun, to see the speed, 
ease of operation, sharpness of 
each word produced. 

Alphabet style selection, we 
discovered, is literally 
unlimited, too! And since we 
had the Filmotype man collared 
right in our own office, we let 
fly with right-from-the-shoulder 
questions. Result: our new 
Filmotype Machine has become 
a money-maker and 
money-saver we rely on. 

A Filmotype demonstration 

in your office is sure to prove 
extremely worthwhile, too. 
Write today, no obligation, 

of course. 


7500 McCormick Bivd., Skokie, i. | 


YES, we would like to see how the 
Filmotype machine automatically pro- 
duces quality lettering. Contact me for 
a — demonstration in our own 
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‘Lone Star’ Duncan 
Coffee Ads Ride in 
Oklahoma Again 


(Continued from Page 1) 
while Duncan had to pay the na- 
tional rate. Five ty stations and 
two newspapers were involved 
in the cancellation. 


# The new media schedule in- 
cludes only one tv station that had 
been listed among the offenders, 
but Clay Stephenson, exec vp of 
Tracy-Locke, said talks are still 
going on with some of the others. 

Mr. Stephenson said he felt his 
protest cancellation helped Okla- 
homa media men “define their 
own thinking” on the matter of 
rates. He said he feels most sta- 
tions and newspapers in that state 
will eventually establish policies 
“which they will know in their 
own minds to be fair.” 

Letters from various Oklahoma 
media, notifying Tracy-Locke that 
Duncan would get the same rate 
as Cain, led to Duncan’s return to 
advertising in that market. 


® Television spots for Duncan’s 
Maryland Club coffee will begin in 
August on KTUL-TV, Tulsa; 
KTEN-TV, Ada; KVSO-TV, Ard- 
more, and KSWO-TV, Lawton. 
Weekly space ads are also set for 
the following Oklahoma newspa- 
pers: Tulsa Tribune and World, 
Enid Eagle and News, Ponca City 
News, Muskogee Phoenix & Times- 
Democrat, Duncan Banner, Mc- 
Alester News-Capital and Shaw- 
nee News-Star. Other dailies will 
be added, Mr. Stephenson said. 

Duncan will add KOCO-TV, 
Enid, in October, when that sta- 
tion’s new rates go into effect. 

In addition, Duncan will use a 
200% outdoor showing and a 
100%-plus transportation adver- 
tising showing in Oklahoma City. 

Mr. Stephenson estimated that 
the new schedule will approximate 
the $150,000 worth of advertising 
that had previously been can- 
celled. + 


Kaus Appointed ‘Weekly’-’Puck’ 
Marketing VP; 6 Others Named 

Francis J. Kaus has been named 
vp of marketing activities of The 
American Weekly and Puck—The 
Comic Weekly, a new post created 


to coordinate parallel marketing|for direct mail purposes. 


departments under a single head. 
Others named in the personnel re- 
alignment are Morten M. Len- 
row, research director of the 
Weekly; Herman M. Sturm, mar- 
keting director; Gilbert Victor, 
sales promotion manager, and Jo- 
seph H. Salisbury, assistant re- 
search director of the Weekly. 
Appointed for Puck were Nicholas 
Zill, research director, and Dan 


Carangi, art director. All are new 
posts. 


Smith Gianaris 


Segrist 


BUSINESS AND PLEASURE—Working and relaxing at Advertising Age’s Creative Workshop 
are Robert Smith, Grubb & Petersen Advertising; E. L. Segrist, Biddle Co.; Harry Gian- 
aris, Harry Gianaris & Associates; Bradley Lane, Bradley Lane Advertising; S. L. Pom- 


i ge ai a Shite e Fe 


a Meta realty cares tor your car 
Socks your cl battery, Gan and Tres toot 
hi 


FRIENDLY—General Petroleum Corp. has launched a “personality- 
plus” campaign built around its service station dealers. The bulk of 
the campaign will be in Sunday supplements. Outdoor, spot tv and 
some consumer magazines also will be used in the seven-state cam- 
paign. The ads feature bold color and a minimum of copy. Strom- 
berger, LaVene, McKenzie, Los Angeles, is the agency. 


RAB Mailing Takes Swipe at Direct 
Mail Medium as Postal Rates Go Up 


(Continued from Page 1) 
prospect of spending more money 
for postage,” the bureau writes. 


= In view of this, “Is direct mail 
worth it?” 

Yes, says RAB, in the case of 
several types of businesses cover- 
ing special areas, for which it is 
in some cases “almost the only 
effective medium.” For example: 

“1. A big business interested in 


promoting a special product to) 


another business. If you market 
hydraulic actuators for aircraft— 
with only a handful of companies 
as your prospects—you’ll find di- 
rect mail essential. Purchasing 
departments in your  prospect- 
firms review this advertising with 
an eagle eye. 

“2. Advertisers with a wide 
profit margin. If you’re one of 
these fortunates, you’ve got the 
money to support high promo- 
tional costs. And direct mail could 
produce well for you. 

“3. For magazines, or other 
businesses, with a regular weekly 
or monthly mailing list—a mail- 
ing list that doesn’t have to be 
bought or kept up-to-date strictly 
The 
money it costs to keep a mailing 
list accurate is most efficiently 
spent when the list is used for 
several purposes.” RAB fits radio 
stations into this third category. 


s While RAB approves direct 
mail for covering such “special 
area” situations requiring selec- 
tivity and _ personalization, it 
questions its effectiveness for the 
advertisers who are said to be 
hardest hit by the new rate hikes 


Lane Pomerance 


Turean 


—local retailers and producers. 
These companies do not have a 
small, custom-made ‘market and 
keeping their lists up-to-date and 
accurate is an expensive proposi- 
tion, according to the newsletter. 
What’s more, many lose the per- 
sonal plus by addressing their 
mail-outs to: Occupant. 


® As an example of how not to 
spend ad dollars, the bureau cites 
the case of a furniture retailer 
who allocates $60 or more to im- 
print and mail 1,000 postcard re- 
minders to old customers for his 
spring clearance sale. 

Such a retailer, RAB naturally 
feels, should put his money into 
radio, which promises to deliver 
him new prospects and old cus- 
tomers for the same amount of 
money. 

To wind up the commercial, 
RAB touts radio as being highly 
selective through specialized pro- 
grams designed to appeal to cer- 
tain groups and extremely per- 
sonal in its appeal thanks to 
popular, respected and experi- 
enced sales personalities who talk 
man to man to the people. + 


Lamar Names Kevin Reilly 
Kevin P. Reilly has been named 
manager of Lamar Advertising 
Co. of Baton Rouge, Lamar-Brooke 
Inc. and Lamar Advertising Co. 


of Louisiana Inc., effective Aug. | 


1. Mr. Reilly, who joined Lamar 
three years ago, replaces F. Dix- 
on Brooke, who resigned to accept 
a position with the DeBardeleben 
Coal Corp., Birmingham, Ala., 


where Mr. Brooke’s family is lo- 
cated. 


Fisher Holmes 


ee 


Pfizer Moves 


Bulk of Account 


Out of McAdams 


(Continued from Page 1) 

| week that “Spectrum” will leave 
| the agency next year also. 

|® “Spectrum,” a McAdams con- 
ception designed to improve Pfiz- 
er’s standing with the medical pro- 
fession, ran originally as a weekly 
insert in the Journal of the Amer- 
ican Medical Assn, It made medical 
advertising history and was fol- 
lowed by similar publications from 
other drug companies. 

Pfizer pays an estimated $1,000,- 
000 annually for the production of 
“Spectrum.” ‘ 

The break with McAdams comes 
in the wake of a sweeping man- 
agement reorganization at the 
Brooklyn pharmaceutical house. 
The company has been the talk of 
the ethical drug business for the 
past year and a half, as one top 
executive after another left. New- 
comers have taken their places. 

Edward Whitney, longtime ad- 
vertising director of Pfizer Labor- 
atories, was one of the casualties. 

Following a practice common in 
the ethical drug business, Pfizer is 
expanding its own advertising de- 
partment. It is already doing much 
of its own direct mail and has 
plans for direct placement of ad- 
vertising with medical journals. 


® There is still another agency in 
the Pfizer Laboratories picture. 
This is Paul Klemtner & Co., New- 
ark, an ethical drug shop which 
now has about ten products. 

Klemtner may be in line for ad- 
ditional products, depending on 
negotiations now being conducted 
by the agency with Pfizer. 

Persistent reports have had Pfiz- 
er organizing a house agency. Mr. 
Lally said this is not true, but he 
added: “I can not rule out the pos- 
sibility of a house agency.” 

He did concede that Pfizer ex- 
pects to take over production of 
“Spectrum” from McAdams. 

Mr. Lally said Pfizer “never ex- 
pects to be without an agency.” 
He explained that the changes be- 
ing made now are in the interests 
of “more effective advertising” and 
“economy.” 


= Pfizer has made _ substantial 
economies over the past two years 
by some fairly hefty cuts in ad- 
vertising expenditures. At one 
point, Pfizer Laboratories was bill- 
|ing more than $4,000,000 with Mc- 
Adams in direct mail and medical 
journal placement. Its _ billings 
dropped to the $2,000,000 level last 
|year and further reductions have 


Aves Mayer 
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been made this year. Roerig bills 
about $1,000,000. 


® In view of the background, ethi- 
cal drug agency men found the 
Pfizer half-year report, released 
this week, particularly galling to 
read. It showed record sales and 
earnings. 

In the first six months of 1958, 
Pfizer’s volume rose from $98,460,- 
465 to $106,943,269 and earnings 
increased from $10,047,516 to $11,- 
582,770. 

According to agency men and 
space sellers for medical journals, 
Pfizer is noted for curtailing ad- 
vertising to improve the balance 
sheet figures. 

Pfizer is known to be strongly 
interested in developing its pro- 
prietary drug business. For the 
past two years it has had its annual 
report published as a special sec- 
tion in the Chicago Tribune and 
New York Times, to register its 
name more clearly with the public. 

In another unusual advertising 
move this week, Pfizer took full- 
page ads every day for five days 
in the two Rochester, N.Y., news- 
papers—the Times-Union and 
Democrat & Chronicle. Keyed to 
the theme, “Science for the world’s 
well-being,” Pfizer’s new slogan, 
the ads featured the role of anti- 
biotics in medicine and food pres- 
ervation. Each ad was localized, 
with subordinate copy devoted to 
the work of medical, educational 
and health agencies in Rochester. 


= The ads, described as a “test 
campaign,” were institutional in 
nature. No Pfizer products were 
mentioned. The program was under 
the direction of Pfizer’s pr depart- 
ment. 

This test drive, however, may be 
the forerunner of a large-scale in- 
stitutional campaign that Pfizer 
has had under consideration for 
some time. Leo Burnett Co., Chi- 
cago, the agency for Pfizer’s agri- 
cultural division, handled _ the 
Rochester campaign. # 


Richdale, Petersmeyer Take 
Over Taft Duties at KGUL-TV 

James C. Richdale Jr. has been 
named acting general manager of 
KGUL-TYV, Houston, in a shift in 
which Paul E. Taft, president and 
general manager, will leave the 
station to devote full time to his 
personal affairs. Mr. Richdale cur- 
rently is vp and general manager 
of another Corinthian station, 
KOTV, Tulsa. He will continue in 
this post while taking on the new 
assignment in Houston. 

Appointed president of KGUL- 
TV to replace Mr. Taft, 10% own- 
er of the station, 90% of which is 
owned by J. H. Whitney Co., is 
C. Wrede Petersmeyer, president 
of Whitney’s Corinthian Broad- 
casting Corp. Mr. Taft remains a 
member of the board of directors 
of KGUL-TV. 


Stavderman Trostler 


erance, Advertising Associates Ltd.; John Turean and Wesley Aves, Wesley Aves & 
Associates; Bud Fisher and Calvin Holmes, both M. M, Fisher Associates; Arthur Mayer, 
Hicks & Greist; Bruce Stauderman, Meldrum & Fewsmith, and Leonard Trostler, WERE. 
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Rates: $1.25 per line, minimum charge $5.00. Cash with order. Figure all cap lines 


(maximum—two) 30 letters and 


ee ae coeer © lewet sone SS pee Se Gee 
hicago office 


spaces 
two lines for box number. Closing deadline: Copy in written form in 
no later than noon, Wednesday 5 days preceding publication date. Pacific Coast Repre- 


sentative 


(Classified only); Classified Departments, Inc., 4041 


Mariton Ave., Los 


Angeles, 8. Axminster 2-0287. Closing deadline Los Angeles Monday noon, 7 days 


preceding 


publication date. Display classified takes card rate of $17.75 per column 


inch, and card discounts, size and frequency apply. 


“AVERAGE PAID CIRCULATION FOR 


-. 6 MONTHS ENDING DEC. 


31, 1957 


HELP WANTED 


| 


HELP WANTED 


WANTED PART TIME 
ADVERTISING REPRESENTATIVE 


Prefer retired executive. Not commission | oughly experienced in » 
Work | 


job. Territory Pacific Northwest. 
consists of contact with business execu- 


tives only 
Box 27R 98, ADVERTISING AGE 
4041 Mariton Ave., Los Angeles 8, Calif. ; 


If You're in ADVERTISING 
Your Job is MY BUSINESS 
Call Miss Barnard at 

WA 2-2306 for the really 

BIG positions in Advt. 
Radio, TV, Publishing and 

Pub. Rela. See me now!! 
202 S. State St., Suite 1302-4 | 
WRITER FOR INDUSTRY 
Staff writer for Chicago office of odi- | 
torial service organization serving lead-| 
ing corporations. Unique opportunity for | 
young creative writer with interest in | 
industrial communications. Knowledge of | 
photography helpful. Send resume and 
salary expectations to: | 

Box 1708, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
DIRECT MAIL WRITER 
We need a proven performer, who has 
produced successful direct advertising 
(not mail order) folders, letters, booklets, 
etc. with “sell”. Agency operation; Ohio. 
Box 1709, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


MOLENE 


Editors................ Public Relations 
Copywriters. ./kdvg. Managers 
Artists... Media... Production... Service 


“AN is grist, which comes to our mill” 
Andover %-4424, 105 W. Adams St., Chge 3 
LAYOUT ARTIST 
Experienced artist with proven ability 
to lay out sales brochures and promotion 
materials wanted for art department of 
large electronics corporation's advertis- 
ing staff. Some preference will be given 
midwestern applicants. Send samples, re-| 
sume and letter to Jack Miller, Art Di- 
rector, Collins Radio Company, Cedar 

Rapids, Iowa. 
MEDIA ASSISTANT 
Should be experienced with all media 
with emphasis on TV. Good opportunity 
for right man to grow with expanding | 
agency. Our employees know of this ad. 
Send resume to 
Box 1710, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
EXECUTIVE & CLERICAL 
EXPERIENCED & TRAINEE | 
Publishers Employment j 
469 E. Ohio St., Chicage, Su 77-2255 


CONFIDENTIAL: 
TOA 
GOOD EXECUTIVE 


Want to stop working for some- 
body else—and start building an 
equity in a company of your 
own? Want to escape big-city 
ena and make a year-round 
ome right on Cape Cod? Grow- 
ing food company with exciting 
new products needs a top ad- 
ministrator with $25,000 to in- 
vest. We need the money for 
expansion. We need the man to 
help us reach the enormous 
sales potential in our unusual 
products, now going into nation- 
al distribution. In exchange, we 
offer a vice-presidency and sub- 
stantial stock ownership. Write 
in confidence to: 
Box 198, ADVERTISING AGE, 


480 on New York 17 
A 


MARKETING MEN 


. .. @re our specialty. 
Our clients seek men from a Director 
of a new Marketing Div. (a major paper 
Co.) at $25,000, down to the begin- 
ner at $5,500. Give us complete de- 
tails of your background in full confi- 
dence. 


R. A. Cook 
DRAKE PERSONNEL, INC. 
220 S. State St. - Chicago - HA 7-8600 


| Advertising Manager fer rapidly expand- 
| ing Flerida cosmetic firm. Must be thor- 


edia purchasing, 
market analysis, with retail and agency 
experience. Complete detailed resume 
necessary before application will be con- 
sidered. 
Box 1711, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


COPY WRITER 
wanted by fast-moving, medium-size St. 
Louis agency. Skilled, seasoned, imagina- 
tive writer who can soak up facts, think 
things through, and produce a steady 
flow of ads with ideas. Interesting mix of 
industrial and consumer accounts. Salary 
to match ability and experience. 
Box 1712, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


YOUNG MAN 
WITH AN APPETITE FOR GROWTH! 
For cons/ind’l copy in expanding Phila 
office of top nat’l agency. 2 yrs. adv. ex- 
perience preferred. Start at $6500, but 
ceiling is limited only by performance. 
Write and enclose resume to: 
Copy Superviser, EWRA&R, 
3 Penn Center, Philadelphia, Pa. 


ADVERTISING SPACE REPRESENTA- 
TIVE Business paper experience, retired 
or semi-retired, to work part time for 
leading business publication serving es- 
tablished Florida accounts. Commission 
basis. Write 
Box 1713, ADVERTISING AGE 

480 Lexington Ave., New York 17, N. Y. 


ADVERTISING & PUBLISHING 
FOR ALL TYPES OF PLACEMENTS 
GEORGE WILLIAMS—PLACEMENTS 

209 So. State St. HA 7-1991 Chicago 


REPS TO SELL PLASTIC 
SPECIALTY ADVERTISING 
Unusual opportunity to supplement in- 
come and lines representing completely 
equipped plastics plant—printing, lami- 
nating vacuum forming, injection mold- 
ing. Years experience in plastic special- 
ties for advertising, promotion, display, 

packaging. 

Box 1714, ADVERTISING AGE 

480 Lexington Ave., New York 17, N. Y. 
ADVERTISING MAN—A chance to asso- 
ciate yourself and grow with a high 
level, respected industrial firm on the 
south side. We are looking for a man 
27-32 with a flair for imaginative selling 
copy. Degree and experience in adver- 
tising important. It will be a challenging 
position involving building of advertising 
program to develop inquiries for national 


| sales organization. Permanent. Salary will 


be based on ability and experience. Send 
complete resume of experience, educa- 
tion, personal data and salary desired 
please. Confidential. 
Box 1724, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


TO SMALL AGENCIES 
AND FREE-LANCERS 


We are interested in talking to men 
who are fighting the battle of over- 
head and back-breaking detail in 
small advertising shops in the Chi- 
cago area where the billing never 
quite gets to the comfort point. We 
are a 4-A agency with offices in New 
York and Chicago and a respectable 
client list including some nationally 

own leaders in their fields. Be- 
cause of an unusual combination of 
circumstances, we are able to pre- 
sent a proposition which should be 
highly advantageous. All inquiries 
will be held in complete confidence. 

Box 199, Advertising Age 

200 E. Illinois St., Chicago 11, Illinois. 


The Midwest's 
outstanding placement 
service for Adv. * Art & 

allied fields. 

By appointment only 
59 E. MADISON « SUITE 1417 
CHICAGO 2, III. 
CEntral 6-5670 


BIRCH 


Service, 
- Inc. - 


ADVERTISING GIFT 
Telephone accessory, real novelty, 
patent for sale——A. Zimmermann, Box 
3386, Zurich 23 (Switzerland). 


and present salary to Box 


IS THIS YOUR CHANCE ? 


Copywriter—sales promotion—can build his own career 
in advertising and marketing with well-known growth 
company (nine Divisions, widely diversified). Will only 
consider self-starter . . . good writer . . 
thinker . . . preferably experienced on durable products. 
Moderate salary for limited experience . . . more for 
heavier background . . . splendid future. Send résumé 


480 Lexington Ave., New York 17, N. Y. 


. imaginative 


200, ADVERTISING AGE, 


POSITIONS WANTED 


REPRESENTATIVES AVAILABLE 


PROOFREADER 
3 years experience Los Angeles Times. 
News, Classified, Display. 
4158 Clinton St., L. A., NO 1-6745. 


WORKING AD DESIGNER 
Single, 25, employed in L.A. in missile 
research and testing lab as assistant to 
ad manager. Responsible for art and pro- 
duction. 

MUST RELOCATE IN CHICAGO 
late August, due to family illness. Pres- 
ent salary $6300. 
Osmond Guy, 

311 Center, 
El Segundo, Calif., EAstgate 2-0273 


MERCHANDISING OR ASST. AD MGR. 
Former Cincinnati Times Star employee 
would like connection with agency or 
firm. Self starter, ideas galore. Write- 
Wire-Phone-Wayne Jerden, % Victory 
Dr., Hamilton, Ohio. Twinbrook 44005. 
FOR SALE:—18 years advertising experi- 
ence with top-flight agencies and manu- 
facturers. Expert in all phases of graphic 
arts—with a distinct flair for sales pro- 
motion and collateral material. Desire 
location in mid-west. 

Box 1715, ADVERTISING AGE 
200 E. Mlinois St., Chicago 11, Illinois 


“Dammit, John,” I said, “After 9 years 
with you & going from copy te AE to VP, 
it’s time for part ownership.” No dice— 
so 'm looking. Heavy on big construction 
equipment and ag...the biggest! Cam- 
paigns that sell and sparkle my specialty. 
25Gs and right deal buys me—or I'll buy 
in with you. Go anywhere. 
Box 1716, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


SPACE SALESMAN 
hard-hitting, persistent. N. Y. 
Based. 16 yrs. experience Top Business 
Publications. Interview, please? 

Box 1717, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


BUSINESS PAPER EDITOR 
SOUTHERN CALIFORNIA AREA 
Experienced as publicist, regional field 
editor, editor-in-chief for top national 

business magazines. Varied fields. 
Box 1718, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


ART DIRECTOR-LAYOUT ARTIST 
Desires position with smaller agency in a 
medium size city. Ideas, layouts, compre- 
hensives. Available now. Salary $8,000 to 
$10,000. 

Box 1719, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 

Spanish adv. copywriter exp. 

Lat. Amer. mkts., pharm. elect. 

Prom. Pub. PRs. Will relocate 

Elias Budman, 170 Pfeiffer St. 

San Francisce 11, California 


ADVERTISING SALESMAN 

Unusually fine record selling space es- 

pecially adding new classifications. 2 yrs. 

agency, 2 yrs publishing experience. 

Salesmanship samples for free. Relocate. 
Box 1720, ADVERTISING AGE 

480 Lexington Ave., New York 17, N. Y. 

SKETCHMAN 
Versatile, prolific, available partime or 
freelance—crisp visuals and comps. 


Creative, 


RIC GRASSO MU 4-5393 NYC 
ART DIRECTOR—ARTIST 
Young, now top 4A N.Y. agcy. Ready 


return smaller city and apply broad art, 
bus. exp. to help top potential outfit grow. 
Box 1721, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 
CARTOONIST 
5 years college plus 2 years formal art 
education, 7 years business experience. 


sonal data on request. 
Box 1722, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


Capable of creating, layout, copywriting. | 
|Good executive ability. Samples and per- 


THE BIGGEST BARGAIN IN THE 
WORLD'S TALLEST BUILDING 


Office 75th Floor Empire State Building 
Breathtaking view of Manhattan— 
North, South and West 

Cross Ventilation—air conditioning 
unnecessary 

Three year sublease 2250 sq. ft. at 
below cost 

Tastefully decorated modern foyer 
with three private offices and four 
large offices or showrooms. Also store- 


room. 

Generous built-in cabinets, closets, 
rack space and shelving 

Hung ceiling direct and indirect fluo- 

rescent lighting 

No re-decorating needed 

Showroom and office furniture optional 

Write—Wire—Phone—E. A. Korchnoy, Ltd. 
10 East 49th Street, New York City, New York 
Plaza 3-6585 


IS A HOUSE A HOME? 


We say “not always.” Why? Differ- 
ences in the amenities. These in- 
clude adequate schools; good village 
management protecting property 
values by zo! and building ordi- 
nances; compatible neighbors; free- 
dom for your children to grow in 
body and mind; intense community 
participation in civic affairs; ade- 
quate transportation and shopping 
facilities. All these help to make a 
House a Home—a place to live com- 
fortably, pleasantly and, of course, 
beyond your means. May we show 
you a home for your family on Chi- 
cago’s desirable North Shore—where 


the amenities are at their finest. 
1 


MEMBERS OF EVANSTON-NORTH SHORE 
REAL ESTATE BOARD 


EASTERN ADV. REP! 
Not interested in fly-by-nights or puff 
sheet artists. Solid background dictates 
otherwise. Rep one mag. Interested only 
one other (consumer or trade). 23 years 
experience (started in rompers) (mainly 
executive). Maintain own NYC office. 
Will guarantee sales results for right 
magazine and publisher. 
Box 1701, ADVERTISING AGE 

480 Lexington Ave., New York 17, N. Y. 


WELL ESTABLISHED REP. BASED 
N.Y.C. wishes to represent trade pub. or 
sports athletic or sports equip. pubis. 
comm. basis. excellent record, top con- 
tacts, college, mature thinker, send re- 
cent issue. 

Box 1646, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


SOUTHWESTERN REPRESENTATIVE 

11 years in business paper publishing 
in Southwest. Experienced, reliable sales- 
man in position to handle additional 
business publications. Has established con- 
tacts with agencies and advertisers 
throughout 5 state area. Native Texan, 
age 32, married, family. 

Donald R. Brown 
Seuthiand Building, Dallas 1, Texas 


BUSINESS OPPORTUNITIES 


WANTED—Buyer with advertising know- 
how for offset weekly newspaper exclu- 
sive in area size of Delaware in Western 
Colorado. Good shop help. Excellent cli- 
mate, fine hunting, fishing skiing. $12,- 
000 down. 
Box 1702, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
Wanted-Publishing Co.—Gperating Profit- 
ably-Publications Fit Offset Equipment 
Preferably-Juvenile, Trade Magazine or 
Textbook-Around $100,000 to Invest- 
Would Move Operation to St. Louis. 
Box 1723, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


MISCELLANEOUS 

FREE! Writer's Market List! 
If you're interested in writing fiction or 
articles for leading magazines, or book 
publishers, Daniel S. Mead, Prominent 
literary agent, has prepared a catalogue 
of markets which is a “must” item. For 
free copy write: Daniel 8S. Mead, 915 
Broadway, Dept. AA, N.Y. 10, N.¥. 


Pharmacy Income 
in ‘57 Hit New 
High, Lilly Finds 


(Continued from Page 3) 
were lower than last year. 


® Prescription income and num- 
ber of prescriptions filled were al- 
so at record highs last year, the 
report said. Inventory in the pre- 
scription department, figured as a 
percentage of prescription receipts, 
was at an alltime low, but in- 
creases in total inventories among 
the druggists were greater than 
total sales increases. 

The prescription departments of 
the reporting retailers filled an 
average of 13,502 prescriptions last 
year, with income averaging 30.9% 
of total sales. This is the first time 
the percentage has reached 30%, 
the Lilly report said. 

The “Lilly Digest” pointed out 
that total income in stores with 
Sales of about $25,000 a year ap- 
proximates $4,400, or about $85 a 
week. Sales must reach the $60,- 
000 level to realize an income of 
$10,000; and sales must be near 
$75,000 annually before employ- 
ment of a fulltime pharmacist is 
feasible, the report said. + 


Want PERSONALIZED PR-PUBLICITY SERV- 
ICE WITH MAJOR PRESS, TV, MAG, HEAD- 
QUARTERS in NYC? Will be your staff here 
from my own office. 21 yrs. professional 
exp. Success on accts. financial to prod- 
ucts. Ex-NY Times by-line newsman. |m- 
mediate discussion—no obligation. A. E. 
Kessler, 13 E. 53rd St., N. Y. 22, N. Y., 
Plaza 9-6870. 


PROOFREADING 
is a job for professionals 
Why risk mistakes in your next promo- 
tional book or brochure? Errors cost more 
than we do. 
LASKY ASSOCIATES 
131 W. 23rd St., N.Y. 11 
CHelsea 2-6675 


ADVERTISING 
We handle your employment problem 
confidentially and effectively. 


MARKET RESEARCH DIR. ........$14,000 
Expd. in test markets, reports, 

sales analysis, admin. Consumer 

products. 

ACCOUNT EXECUTIVE .......... $12,000 


Exc. opportunity with 4A agency. 
Solid bkgd. Consumer accounts. 
ACCOUNT EXECUTIVE ............ $9,000 
Prefer machine tool exp. Good 
planner and administrator. Midwest. 
ASST. ACCOUNT EXECUTIVE ...... $8,000 
3 to 5 yrs. exp. National Consumer 
Accounts for eastern agency. 
MERCHANDISING MGR. ...... . .. $13,000 
Exp. in all phases of mdsng. and 
Sales Prom. for mfr. of Consumer 
Products. 
INDUST. SALES PROM. MGR. ...... $8,500 
Exp. Adv., Marketing, Sales Prom. 
and Sales Administration. 
B. L. CLEM 
Advertising Consultant 


IMPERIAL PERSONNEL 
37 S. Wabash Ave., Chicago 3, FR 2-4233 


MR. MAGAZINE PUBLISHER — 


Are you in the market for a man who 
can make mature decisions and take 
some of your work load? If you are seek- 
ing one with many years of experience 
with consumer magazines, covering ad- 
ministration, budget, personnel, ABC news- 
stand and subscription circulation, also 
includes advertising, editorial and pro- 
motion procedures, | would like the op- 
portunity to talk to you. Box 141, Adver- 
tising Age, 480 Lexington Ave., New 
York 17, N.Y. 


Want News? 
Information? 


Call on Burrelle’s for clippings from 
daily or weekly newspapers (on 
national, sectional or local basis) 
magazines, trade papers. All read in 
one readin 
service is 


room. Staff of 250. Our 
ROMPT . . . THOROUGH. 


Est. 1888 

PRESS CLIPPING BUREAU 

165 Church St., New York 7, N.Y. 
Phone BArclay 7-5371 . 


14 E, Jackson Bivd., Chicago 4, til, 
Phone WAbash 2-537] ans 


ACCT. SUPERVISOR. Major-brand 
soap or detergent exper.— 
marketing, promotions, adver- 


tising, everything! $40-$50M 
COLLATERAL ART DIR. 

Heavy consumer goods. $12-$15M 
ART DIR., mfr. Farm or other 

heavy equip. exper. helpful. $12-$14M 
SLS. PROM. WRITER, agency. 

Heavy appliances. $10-$12M 


INDUST. MKTG. RESEARCH, 


agency. SoM 
GLADER CORPORATION 


Don Harris, Dir. Adv. Div. 
53 


110 S. Dearborn CE 6-53: Chicago 


PUBLISHERS—INTERESTED IN 
REDUCING SALES COSTS 
Coverage available on a national or 
sectional basis—5 office locations. 
Only audited publications represented. 
Box 201, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


WANT TO GET SOMEWHERE? 


The Brady Co. needs two more 
talented people: 


Creative Layout Artist 
Copy-Contact Pro 


Our leading national consumer goods 
accounts offer creative and skilled 
performers about all the challenge 
they can handle. If you have demon- 
strated ability you ought to meet and 
talk with our people . . . To visit our 
modern offices and look over this de- 
lightful city. All the benefits you 
want, all the future you need, all 
the living your family hopes for. Call 
or write promptly: 


The Brady Company 
Appleton, Wisconsin—Regent 45743 


Fine, Fast, Fairly Priced Photography 


pics 


Photographers 
DEARBORN 2-1062 
187 NORTH LAGALLE STREET, CHICAGO 1. ILLINOIS 


PUBLICITY COMMERCIAL 
CONVENTION INDUSTRIAL 


SCREEN PROCESSED 


24 SHEET POSTERS 


25 TO 300 QUANTITY 


Top Quality Silk Screen Print- 
ing of 24 Sheet Posters. 
Sketches Furnished FREE on 
Request. Write for additional 
information and quotations. 


CONTINENTAL DISPLAY ADV. CO. 
1411. WYANDOTTE, KANSAS CITY, MO 
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Advertising Age, August 4, 1958 


‘The sleeping pill 
is in the engine! 


EL+AL 
ISRAEL AIRLINES 


Row te the ey shy vom uy cereme the 
nents 


jet-prop 


So tame me mar Marty any nitrate A anny 
‘That 


trom che pet 


ee 


Britannia to London, Paris & Rome 


Pent Clase gree yom the samme he recning sey ha eae ne Jom ret 


You take af rom. Jdiewid st 7 pm A lew minwten inter, the steward 


on ot youn 
Rent New. York to Londen, Pare, Rome. Brumeis Achem and Tot Aww Sew 


Lad 


mh realty 


MY, Phase bse, 


ont mags chewy. 


Print Ad Creative Quality, Color Use 
Flayed at AA Workshop on Creativity 


(Continued from Page 3) 
Tyler noted it was “cut up and 
diffused, confused.”’ Mr. Weir gave 
it a 3, but still said he’d be 
“ashamed to have put it out.” 


s Also low on the totem pole, with 
an averaged 3 plus, was a page 
by the American Institute of Men’s 
& Boys’ Wear, part of the institute’s 
campaign to encourage better 
dressing. Mr. O’Meara gave it a 5, 
Mr. Tyler gave it a 3, both Mr. 
Cunningham and Mr. Weir scored 
it as 2 and Mr. Armstrong, who 
scored it 1, commented: “It isn’t 
clear just what point the ad is try- 
ing to make—I don’t like the whole 
campaign anyway.” 

An ad for a movie took the pan- 
el’s booby prize. The ad for “Desire 
Under the Elms” averaged 2, the 
lowest any ad averaged. Messrs. 
Armstrong, O’Meara and Tyler all 
ranked it as 1, mainly because of its 
“offensive highlighting of ‘lustful,’ 
‘illicit love,’ ‘sensuality,’ ‘adultery’ 
and ‘abandonment of conventional 
ideals’ in the copy and poor taste 
in general.” Mr. Weir, who, along 
with Mr. Cunningham, gave it a 
4, commented, “I find it difficult to 
understand why movie makers pay 
so much attention [in their ads] to 
reviews by Look” and other maga- 
zines. 


® On the positive side, meanwhile, 
Fairfax M. Cone, chairman of the 
executive committee of Foote, Cone 
& Belding, listed eight campaigns, 
seven of them current, which he 

id he would have been proud to 
have done. He said they all con- 
form in all particulars with what 
he thinks good advertising should 
be. They were: 


e Pillsbury cake mix (the only 
non-current ad)—for the forceful 
presentation of a single selling 
point, unconfused with “extra 
mentions.” 


e Jell-O chocolate chiffon pie— 
for the simplicity of its announce- 
ment of a new product with em- 
phasis on convenient preparation. 


e Ritz crackers—again for the 
limitation of the ad to just one 
point: The fact that Ritz crackers 
now come in wrapped stacks, 


e Wesson Oil—for its effective use 
of a comparative photo showing 
that Wesson Oil doesn’t smoke 
while a solid shortening does, and 
its effective copy stressing only 
that one point. 


e Cling peaches—for its helpful- 
ness to housewives in presenting 
eight clear photos of different 
ways to serve peaches—“an excel- 
lent service ad,” Mr. Cone called 
it. (The ad judging panel as a 
whole found this ad only slightly 
above average—Mr. Weir, who 
scored it as “below average,” said 


Se 


he wasn’t clear about just what the 
ad was trying to say.) 


e Bufferin—for the effectiveness 
of its photo of a frowning head- 


ache-burdened mother to convey | | 


the meaning of headache discom- | 
fort and its relief—as opposed to 
ads which recount the adventures 
of little “A’’s and “B”’s in the stom- 
ach mechanisms. 


e Johnson’s baby powder—for the 
character and quality of its moth- 
er-and-child photo in promoting 
both the product and the compa- 
ny. (The five panelists also rated 
this ad as tops.) 


e Polaroid camera—for its daring 
and ingenuity im using neither 
headline nor company signature in 
an ad that simply showed a blow- 
up of a photo of Grandma Moses 
with a brief caption noting that a 
Polaroid camera took it. 


= Print ad uses of color, mean- 
while, were sharply criticized in 
another workshop talk by Ralph E. 
Eckerstrom, design department di- 
rector of Container Corp. of Amer- 
ica. 

He charged that admen seem to 
be afraid to use color, that they 
know little about it, that their use 
of it to date has mainly been to 
lend emphasis in spots—and that 
even this they do ineptly. 

He cited a Simoniz ad that used 
color to emphasize certain words 
in the copy, “but while they em- 
phasized those words, the color 
also detracted from the copy. Use 
of color here hardly seems worth 
while,” he said. 

He also criticized a Jell-O ad 
for showing pink and yellow pies 
“although it is well known these 
colors are not appetizing ones.” 

Another ad he noted was for 
Chrysler, headlining the “mighty 
Chrysler” with the word “mighty” 
in blue. “Blue generally does not 
connote ‘mighty’; some other color 
should have been used,” Mr. Eck- 
erstrom asserted. 


@ Cigaret ads generally have an 
apparent devotion for red, he ob- 
served, showing slides of ads for 
Camel, L&M and Lucky Strike to 
emphasize the point. 

“Aside from being unimagina- 
tive,” Mr. Eckerstrom said, “red, 
yellow and other warm colors and 
tones cigaret ads commonly use 
suggest heat and activity—while 
the ad copy talks about cool pleas- 
ure, relaxation, etc., to which blue 
and green are more suited.” 

Colors have much more capacity 
to attract than words do, Mr. Eck- 
erstrom said. The color response 
factor in people can have a great 
deal to do with reactions to ads, 
he pointed out. But admen have 
failed both to realize how much 


they effect reactions and to make 


“At @© miles an hour the loudest noise in this 
new Rolls-Royce comes from the electric clock” 
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TOP scORES—Grouped here are the 
six ads that won virtually unani- 
mous approval from a panel of 
leading admen at the Advertising 
Age Workshop on Creativity in 
Advertising. 


competent use of this power. 


s Along the same line, Dr. Percy 
H. Tannenbaum of the University 
of Illinois’ communications re- 
search institute said that color has 
three kinds of effects on people, 
each paralleling a factor in the 
physical characteristics of the col- 
or. 

The actual hue of a color, he 
said, has connotations of potency 
or lack of it. The brightness of 
color suggests a degree of activity 
—i.e., red and yellow are warm 
and active colors while blue and 
green are cool and passive. And 
the intensity, or degree of satura- 
tion of the color, stirs up evalua- 
tive reactions in people—favorable, 
unfavorable, fearful, ominous, etc. 

The evaluative reactions by peo- 
ple, both to colors and to words 
and art, Dr. Tannenbaum said, are 
little understood by advertising 
people. Admen do understand the 
denotative factor in words, but the 
connotative factor—the specific in- 
terpretations of the words, colors, 
art, ete., by individual people, 
based on their own experiences— 
has not been studied enough by ad- 
vertising people, he said. 

Daniel D. Mich, vp and editorial 
director of Look, explained to the 
workshop how Look has utilized 
its belief that people always react 
to articles best when they are 
presented in terms of other people. 
A Look article on the teacher prob- 
lem, for example, he said, would 
be more attractive if led with a 
picture story about a_ specific 
teacher rather than started off with 
an abstract treatise on the subject. 


# Some novel uses of photographic 
techniques in advertising were il- 
lustrated in another talk, by James 
H. Brown of James H. Brown Stu- 


dios, Chicago. Effects achieved by 
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CLEANER’S A WHIZ!” 


WGN-TV commercials get results 
because WGN-TV programming 
keeps folks watching. For proof, 
let our specialists fill you in on 
some WGN-TV case histories and 
discuss your sales problems. 


Put "GEE" in your Chicago sales with 


WGN-TV 


Channel 9—Chicago 


Put your 
Money where 
the Buying is! 


by 
Bert Ferguson 
Exec. Vice-President, 


WDIA 


Right now, the door is wide 
open for bigger sales and profits 
for you in Memphis! We've 
wrapped up 40% of the market 
for you—the Negroes in the 
Memphis market area! 


The facts and figures are pretty 
overwhelming! Within WDIA’s 
listening pattern are 1,237,686 
Negroes—almost 10% of all the 
Negroes in the entire country! 
They totaled up earnings of 
$616,294,100 last year. And they 
spent—on the average—80% of 
this income on consumer goods! 


Negroes in the Memphis area 
have a higher comparable income 
than Negroes in any other section 
of the entire country. According 
to a recent 129-city survey Mem- 
phis, with $28.79 of Negro income 
for every $100 of white income. 
ranked first in ratio of total Ne- 
gro to total white income. That’s 
three times the average of com- 
parable Negro income in Phila- 
delphia .. . almost five times the 
average in New York! 


SALES RESPONSIVE! 
Last year, the Memphis Negro 
market bought 47.9% of the 


sugar sold in Memphis .. . 56.2% 
of the tooth powder . . . 52.7% 
of the face powder . . . 78.4% of 
the packaged rice! 


WDIA consistently carries a 
larger number of national adver- 
tisers than any other radio sta- 
tion in Memphis! Saleswise ad- 
vertisers who have discovered 
that to reach—and sell—the 
Memphis Negro, it takes WDIA! 
This impressive, year-round list 
includes such names as: 


BLUE PLATE FOODS 
EDSEL AUTOMOBILES 

. GENERAL FOODS COR- 
PORATION ... GROVE LAB- 
ORATORIES KELLOGG 
CORN FLAKES . . . KROGER 
STORES ... WILSON HAMS 


IT’S A LOYAL MARKET! 


And Memphis Negroes listen, 
first and foremost, to WDIA! 
In the March-April 1958 Niel- 
sen Station Index, Sunday 
thru Saturday, WDIA totaled 
up an overwhelming 52% 
more rating points than the 
next-ranking station! 


Total Rating 
Station Points 
WDIA 528.2 
Sta. B 337.1 
Sta. C 284.1 
Sta. D 278.8 
Sta. E 137.4 
Sta. F 101.3 
Sta. G 74.1 


We’ve got the market—and 
the medium! Why not drop us a 
line? We'd like to show you how 
WDIA can open the door to high 
volume sales and profits for you 
... in the sales responsive Mem- 
phis Negro market 


WDIA is represented national- 
ly by John E. Pearson Company. 


EGMONT SONDERLING, President 
HAROLD WALKER, Vice-President, Sales 
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photos on distortions, line-toning, 
posterizing and solarizing were 
shown for their potential use as 
impressionistic and semi-abstract 
ad art. 

He also showed slides showing 
how magnified high-speed photos 
can be used to show the behavior 
of tiny particles for demonstration 
purposes in ads. For illustration, he 
showed how the real form of a| 


Enver Meystores B/G Vacetion Contest/ 
Here's your chance to WIN 


& 


drop of water can be pictured in sitinieieaiaes rate ae os 
great detail—showing that it’s bas- SSsShEs =Sc5 a 
ically round, not “tear-shaped” as| ». tah icenibendais sities titan gh 00. NAS eaf ep. om, seNe 
is generally assumed. Piha me en om vo 
s The workshop’s Friday after-| | ® °. = 
noon session was held in the stu-/| | e ° 
dios of WGN-TV and was devoted | | » . aqatinnn Vreeteg 
to technical aspects of producing | | hae ‘" “i. 

- 


} 
| 
; 
i 
J 


and editing tv film commercials. | a 

A demonstration of videotape | ——--- -  ghabiiee 
led off the program. Hooper White, | | As Fine A Mater feel as Medern Science Con Produce | 
radio-tv producer of J. Walter 
Thompson Co., discussed the Am-| FREE VACATIONS—Elk Refining Co., 
pex VR-1000 videotape machine| marketer of Keystone gasoline, is 
and showed how it could be used | promoting a vacation contest dur- 
to run playbacks of scenes taken | ing august which features a tie-in 


by tv camera just a few minutes | with the West Virginia Conserva- 
earlier. ie > 

The machine, which costs $45,- | %” Commission. Houck & Co., 
000, captures both sight and sound. Roanoke, Va., is the agency. 
After demonstrating that the mag- | 
netic film can be edited to elimi-| creative thinking” were shown at 
nate mistakes in diction or poorly | one workshop session by Lee King, 
photographed scenes, Mr. White! yp and creative director of Edward 
pointed up the value of such aly Weiss & Co., Chicago. 
machine in the production of tv! Before showing his film clips, 
film commercials. Mr. King said: 

| “We have loads of creative 


(Continued from Page 2) 
Day, the court said that Section 
2(d) of the R-P Act “made that 
transaction unlawful, unless such 
payment or consideration was 
available on proportionally equal 
terms to all other customers com- 
peting in the distribution of such 
products. 

“In effect,” the court said, “Sec- 
tion 2(d) declares as a general rule 


| what is unlawful, and by way of 


exception to the rule (not as a con- 
dition thereof), provides for an es- 
cape from its applicability. The 
burden is upon the party who seeks 
the protection of the exception, to 
prove that it applies to the pre- 
sented facts. 

“This language required defend- 
ant suppliers to prove in the dis- 
trict court that the payments for 
advertising or alternative appro- 
priate benefits were available on 
proportionately equal terms to all 
customers competing with A&P in 
the distribution of their said prod- 
ucts. This they failed to do.” 


s The appellate court disputed an 
opinion by Judge William J. Camp- 
bell of U. S. district court that in- 
dependent grocers have no grounds 
to complain about the three food 


® Kenneth C. T. Snyder, vp and | people. . . but their job is getting 
director of radio-tv commercial | steadily tougher, because there 
production, Needham, Louis &| seems to be plenty of evidence that| 
Brorby, outlined numerous ways) lots of people don’t really want. 


to save money in the production of | 
tv commercials: 


e He particularly urged his audi-| 
ence to decide in advance exactly 
what kind of commercial they 
want, since alterations are costly. 


e The use of live models in a com- 
mercial increases its cost, he said. 


e The use of still pictures of per- 
sons and the use of standard set- 
tings and background films, which 
may already be in agency files, 
helps cut costs, he added. 


William Gibbs, director of the 
commercial television division of 
M-G-M Studios, Hollywood, 
showed the audience some tricks 
in making movies that can be used 
in the making of tv film commer- 
cials. 


s William Van Praag, president 
of Van Praag Productions, spoke 
on tv film editing techniques. A 
good tv film editor is a valuable 
man to have around, he said, but 
added that the producing of tv 
films is a team effort. 

“A Primer of Creative Editing,” 
a comprehensive 28-page booklet 
which was prepared by Mr. Van 
Praag in connection with his talk, 
was distributed to members of the 
audience. 


2 A series of 24 tv film com- 
mercials selected by 12 New York 
and 12 Hollywood film producers 
as their best work was shown by 
Harry W. McMahan, vp in charge 
of tv production, Leo Burnett Co. 

Each film company had been 
asked to furnish not only its selec- 
tions, but also to give its reasons 
why it picked those submitted as 
its best work. Mr. McMahan pre- 
sented the films—alternating be- 
tween the New York and the Hol- 
lywood companies—and then gave 
the reasons offered by the film 
companies. 

The 24 film producers who sup- 
plied material to Mr. McMahan 
were: 

NEW YORK-—Storyboard Inc.; Sarra 


Inc.; Filmways; Peter Elgar; On Film; 
Elliot-Unger-Elliot; Lars Calonious; Van 


Praag Productions; Bill Sturm  Inc.; 
Transfilm; MPO; Elektra. 
HOLLYWOOD—Ray Patin; Cascade; 


MGM; Universal; Quartet Film; UPA; 
Animation Inc.; Jerry Fairbanks; Play- 
house; Hal Roach Jr.; Hollywood Film 
Commercials; Lawrence-Schnitzer. 


s Film clips “designed to stimulate 


genuinely creative ideas. Frequent- 
ly what’s really wanted is an old 
idea warmed over.” + 


CHARLES ELMER GISCHEL 
PLAINFIELD, NJ., July 31— 
Charles Elmer Gischel, 61, who 
was named industrial advertising 
man of the year in 1944 by Indus- 
trial Marketing, when he was ad- 
vertising manager of Walter Kidde 
& Co., Belleville, N.J., manufactur- 
er of fire extinguishing equipment, 
died July 28 at his home in North 
Plainfield. Mr. Gischel reportedly 
took his own life presumably be- 
cause of a fatal illness. He had 
been retired for the past few years. 


® Born in Baltimore, he was grad- 
uated from Johns Hopkins Univer- 
sity, and worked for a time in 
Baltimore before joining Walter 
Kidde & Co. about 1921. He was 
made advertising manager about 
1928, and served in that capacity 
until 1948, when he joined Heli- 
Coil Corp., Danbury, Conn., man- 
ufacturer of threaded fastenings, as 
sales promotion manager. 

He was selected as industrial 
advertising man of the year in 1944 
for the advertising campaign he 
had developed in 1943 for the 
Kidde company. He was active for 
many years in and a former pres- 
ident of Industrial Marketers of 
New Jersey, a chapter of the Na- 
tional Industrial Advertisers Assn., 
and also served as an officer of the 
New York chapter of NIAA. 


FORREST TEEL 

INDIANAPOLIS, July 31—Forrest 
Teel, 54, exec vp of Eli Lilly & Co., 
was found shot to death early this 
morning in his car. No guns or 
ammunition were found in the au- 
tomobile which was found rammed 
against a utility pole. 

Mr. Teel, formerly president of 
Eli Lilly International Corp., a 
subsidiary, was appointed execu- 
tive vp in charge of marketing op- 
erations in 1954. He also was a 
member of the board of directors. 


Traynor Joins Ross Roy 

Norman J. Traynor, formerly 
creative supervisor and director 
of radio and tv of Brooke, Smith, 
French & Dorrance, Detroit, has 
joined the creative department of 
Ross Roy Inc., Detroit. 


companies advertising in Woman’s 
Day since the grocers are unable 
to furnish a similar service. 

“The question arises, therefore, 
whether the Act is violated if the 
one purchaser is unable to furnish 
a service which that purchaser’s 
competitor furnishes and for which 
the common supplier makes pay- 
ment,” the appellate court wrote. 

In supporting its reversal of 
Judge Campbell on this point, the 
court of appeals cited sections of 
the report of the Attorney Gener- 
al’s national committee to study 
the anti-trust laws, dated March 
31, 1955, which read, in part: 


= “The criterion of ‘proportion- 
ally equal terms’ in Sections 2(d) 
and 2(e) has recently been con- 
strued by the Federal Trade Com- 
mission ...The FTC’s recent clar- 
ification of 2(d) and 2(e) also 
recognized that not all customers 
entitled to participation in a sell- 
er’s promotional plan can effec- 
tively utilize each type of promo- 
tional service tendered, or perform 
that form of service which the sell- 
er desires to reward with an al- 
lowance under his plan. 
“However, to insure appropriate 


U.S. Appellate Court Reverses Lower 
Court in Suit Against Food Companies 


benefits to all qualified customers, 
the commission expects the seller 
to offer bona fide alternative 
means enabling all buyers to par- 
ticipate in some form. 

“In that event, a reasonable re- 
lationship among the several avail- 
able types of service or allowance 
must be maintained, though the 
rate of compensation for different 
forms of service may vary...” 

“In determining the proportion- 
ally equal terms upon which a sell- 
er shall make available any pay- 
ment or consideration referred to 
in Section 2(d),” the court said, 
“the Act requires a frank recogni- 
tion of the business limitations of 
each buyer. 


= “An offer to make a service 
available to one, the economic 
status of whose business renders 
him unable to accept the offer, is 
tantamount to no offer to him,” 
the appellate court said. “We, 
therefore, hold that the district 
court was in error in concluding 
that plaintiffs failed to prove a 
violation of Section 2(d) by de- 
fendant suppliers.” 

If the case returns to the lower 
court, the appellate court advised 
the lower court to decide if the 
plaintiffs were damaged, and if so, 
to what extent. 

A lower court also should rule 
whether or not the suit is a “class 
suit,” the appellate court said. A 
“class suit” would involve all re- 
tail and wholesale grocers. The 
food companies maintain that it is 
not a “class suit.” 


= Just a year ago Judge Campbell 
dismissed the $3,000,000 anti-trust 
suit against A&P, Woman’s Day, 
General Foods, Hunt and Morton 
Salt, in a 11l-page opinion. The 
judge ruled that it was not discrim- 
inatory for the three food compa- 
nies to advertise in Woman’s Day. 

Among other things, the judge 
ruled that payments by the food 
companies for advertising in the 
magazine do not constitute, either 
directly or indirectly, a discrimina- 


tion in price in favor of A&P. This | 


had been charged by the grocers in 
their suit. 


The judge also ruled that AgP| 


had neither induced nor received a 
direct or indirect price discrimina- 
tion in violation of anti-trust laws. 


# When William Kaplan, attorney 
for the grocers, appealed the suit 


New YorK, July 29—Following 
is the text of the letter sent to ad- 
vertisers by Donald F. Hanson, 
publisher of Woman’s Day, com- 
menting on the reversal by a U. S. 
appellate court last week of a low- 
er court decision dismissing an 
anti-trust case against the maga- 
zine, A&P and three food compa- 
nies: 


= “TI am glad to tell you that the 
decision handed down in the 
Woman’s Day case in Chicago last 
Friday has no application whatever 
to current and future advertising 
in the magazine. 

“The court’s decision revolved 
around the fact that Woman’s Day, 
during the 1954-1955 period cov- 
ered in this suit, was sold exclu- 
sively in A&P stores. This is not so 
today. Two months ago, we made 
a major policy decision, announced 
on May 30 of this year, to offer 
Woman’s Day to any grocer, any 
drug store and any news dealer 
who wanted to sell it to his cus- 
tomers. 


= “The decision was made in or- 
der to expand Woman’s Day to its 


Text of ‘Woman's Day’ Letter to Advertisers 


full potential outside of A&P 
stores, and the response has been 
gratifying. Already more than 400 
magazine wholesalers are distrib- 
uting it to thousands of news- 
stands and retailers all over the 
country, and this distribution is 
continuing to grow by leaps and 
bounds. Woman’s Day is becoming 
a major nationwide advertising 
force, available to any retailer who 
wants to sell it. 

“We are pleased with the court’s 
view that A&P has the right to 
publish Woman’s Day, and that its 
advertisers ‘were simply buying a 
commodity from Woman’s Day 
Inc., ie., an advertisement. They 
were dealing at arm’s length. They 
paid for the commodity which they 
bought.’ 


= “While certain aspects of the 
suit have been remanded to the 
lower court for disposition, these 
can have no bearing on the basic 
fact that today Woman’s Day is no 
longer exclusive with A&P, but a 
national magazine available to all. 

“A copy of the decision is at- 
tached, in case you wish it for 
your legal department.” # 


Advertising Age, August 4, 1958 


he dropped charges that A&P and 
Woman’s Day were in violation of 
Sections 2(a) and 2(f) of the R-P 
Act, thus dropping them out of the 
suit. 

Sections 2(d) and 2(e) of the 
Act, which Mr. Kaplan concen- 
trated on in his appeal, do not con- 
cern A&P or its magazine. 

The case before Judge Campbell 
was a very unusual one since all 
the facts in the case were stipu- 
lated, thus avoiding weeks or even 
months in court (AA, Dec. 10, ’56). 
Stipulating an entire case is fairly 
rare in Illinois, and particularly so 
in a case of this magnitude. 

Although much evidence was in- 
troduced in the case by both sides, 
Judge Campbell declined to open 
the evidence to inspection by the 
press and public. A restraining or- 
der to this effect issued more than 
one year ago is still in effect. 


# In addition to seeking triple 
damages amounting to a minimum 
of $3,000,000, the grocers have 
asked that the three food compa- 
nies be restrained from advertising 
in Woman’s Day. + 


‘Family Circle’ Not 
Affected by "Woman's 
Day’ Case: Leberman 


New York, July 30—Palmer K. 
Leberman, publisher of Everywo- 
man’s Family Circle, said today 
that the Woman’s Day case de- 
cision should have no effect on his 
magazine, since the two are not 
comparable. 

“Some advertisers have asked us 
what effect, if any, there is on 
Everywoman’s Family Circle as a 
result of the U.S. court of appeals’ 
decision in the Woman’s Day case,” 
he said. 

“Everywoman’s Family Circle is 
available to all food retailers and, 
therefore, is not published for the 
sole benefit of any single retailer 
or groups of retailers, and our legal 
counsel have advised us that the 
situation in that case is so different 
from our situation that they cannot 
see how the decision can have any 
adverse effect on Everywoman’s 
Family Circle or its advertisers. 

“As a matter of fact, the court 
of appeals, in delineating the re- 
tailer-owned concept, has clarified 


ithe situation to the benefit of 


Everywoman’s Family Circle, its 
distributors and its advertisers. 

“Control and management of 
Everywoman’s Family Circle is ex- 
ercised entirely by 42 employes of 
the company through their owner- 
ship of 94% of voting stock.” 

Everywoman’s Family Circle’s 
advertising linage in the October 
issue is 49.8% ahead of October, 
1957. Total October volume is 
$1,316,967. Also, orders already on 
the books for the fourth quarter 
are $625,980 ahead of the same 
period last year, Mr. Leberman 
said. + 


Inland Homes Names 
Geyer Advertising, Dayton 

Inland Homes Corp., Piqua, O., 
has named Geyer Advertising, 
Dayton, to handle its advertising, 
effective in September. Farson, 
Huff & Northlich, Cincinnati, is 
the present agency. 

About 20 agencies made presen- 
tations for the account, the com- 
pany said. Commissionable billings 
in 1957 are expected to be about 
$60,000. Inland sells its “Vanguard” 
homes in midwestern, Middle At- 
lantic, southeastern and New Eng- 
land states. 


Plant Buys McGuire Agency 
Elton M. Plant Co., Windsor, 
Ont., has purchased McGuire Ad- 
vertising Ltd., Windsor. The pur- 
chase follows the death recently 
of Andrew McGuire. Most of the 
McGuire accounts reportedly will 
move into the Plant agency, thus 
increasing its billings by 75%. 
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Advertising Age, August 4, 1958 


Pabst Buys Blatz 
From Schenley 


for $16,500,000 


(Continued from Page 1) 


been president of Blatz since 


March, 1956, will take over imme- | 
diately as president of Pabst, suc- | 
ceeding Harris Perlstein, who con- |! 


tinues as board chairman. Pabst 
declined to say which of the men 
would be the chief executive offi- 
cer. Frank C. Verbest, 


presidency of Blatz, which will 
operate as a separate subsidiary 
of Pabst. 


= In commenting on the  pur- 
chase, Mr. Perlstein said that “the 
trend among national brewers has 
been and will continue, I believe, 
toward multiple brand distribu- 
tion. Our two major brands, Pabst 
and Blatz, will complement each 
other. 

“Each will be produced by its 
own brewmaster with its own for- 
mula, and the high quality of 
each product will be maintained,” 
Mr. Perlstein said. 

Mr. Windham, 44, apparently 
has done an excellent job at Blatz 
in the more than two years that 
he has been president. In 1955, 


~ 
& 


we 


J. C. Windharw Harris Perlstein 


the year before he joined Blatz, 
production had fallen to 931,000 
bbls., the lowest point for the 
brewer in many years. 

In 1956, Blatz’s production rose 
to 949,000 bbls., and last year the 
brewer “produced 1,247,000 bbls., 
the largest production since 1952. 
Blatz’s peak production was in 
1951, when it brewed 1,799,000 
bbls. Brewing industry sources 
estimated that Blatz had sales of 


$45,000,000, and net profits of 
$750,000 in 1957. 
Prior to joining Blatz, Mr. 


Windham was vp and controller 
of Schenley Industries, which he 
joined in 1955. Before that, he 
was a vp of Grayson-Robinson 
Stores, and a vp and director of 
F. E. Jacobs Co., Detroit. 


™ There was some _ speculation 
that Mr. Windham would bring 
some key Blatz executives with 
him to Pabst. Among the names 
mentioned were Theodore Rosen- 
ak, advertising manager, and Roc- 
co Bunino, vp in charge of sales. 
Both are veterans in the brewing 
business. 

The status of Kenyon & Eck- 
hardt, Blatz’s agency, apparently 
has not yet been determined. 
K&E said it had received no word 
from Blatz since the sale. Nor- 
man, Craig & Kummel handles 
advertising for Pabst’s beers. 

Blatz, once a major advertiser 
in national media, has made some 
drastic cuts in its advertising ap- 
propriations over the last five or 
six years. In 1951 and 1952, the 
brewer was investing about $4,- 
000,000 in advertising. In 1955, 
Blatz ad spending had shrunk to 
about $1,000,000. Last year, the 
brewer invested a total of $497,- 
859 in measured media, with 
$383,030 goin; into spot television, 
and $114,829 into newspapers. 


= Blatz has been a regional brew- 
er for the last two years for all 
practical purposes. In all states 
outside of Wisconsin, Blatz sells 


board | === 
chairman of Blatz, takes over the|® 


PREMIUM—Lever Bros. is using this 
offer to promote Breeze in news- 
papers in 50 markets. Most of the 
ads break Aug. 8. Sullivan, Stauf- 
fer, Colwell & Bayles is the agency. 


for local prices, a policy that the 
brewer adopted about two years 
ago. 

The company, which markets 
Blatz and Tempo beers, had been 
the top selling beer in Wisconsin 
for many years until May of this 
year, when Hamm’s took over the 
leadership. Blatz also sells well in 
Michigan, and in the northern 
sections of Illinois, Indiana and 
Ohio, but has very limited distri- 
bution outside of that. 

Over the last year, Blatz has 
closed down all of its branch of- 
fices, maintaining its headquar- 
ters in Milwaukee, where it has 
one plant with a 3,000,000-bbl. 
capacity. Blatz has been a Schen- 
ley subsidiary since 1943, when 
Schenley purchased it for $6,000,- 
000. 

The hiring of Mr. Windham ful- 
fills a promise made earlier this 
year by Mr. Perlstein to Pabst 
stockholders. During a _ proxy 
fight, Mr. Perlstein, who then was 
Pabst president and board chair- 
man, said he wanted to leave the 
presidency, and that he would 
hire a young man to fill the job. 


PABST MADE A GOOD 
DEAL: N.Y. BREWERS 


New York, July 31—Local brew- 
ers and distillers have anticipated 
the sale of Blatz Brewing Co. by 
Scheniey Industries for some time. 
The purchase of Blatz by Pabst 
Brewing Co. for $14,500,000 was 
considered “a natural.” 

While few local brewers or dis- 
tillers are willing to talk for pub- 
lication, many are willing to talk— 
“off the record.” 

The consensus is that Pabst got 
a good deal that will give it a boost 
in sales. It will give Pabst two 
popular brands (Blatz and Tem- 
po), plus new distributors and 
competent management personnel, 
local brewers point out. 


= It is pointed out that Blatz sales 
started climbing about a year ago. 
It ranked 24th in 1956 among the 
leading 25 brewers, with sales of 
949,000 bbls., and in 1957 moved 
up to 18th position with sales of 
1,247,000 bbls. 

For the first four months of ’58 
it is reported to have had a sales 
increase of about 33% over the 
like period of °57. Local brewers 
estimate that Blatz probably will 
sell 1,500,000 bbls. or better this 
year. 

As to the $14,500,000 price paid 
by Pabst to Schenley, it is pointed 
out that Blatz has a 3,000,000-bar- 
rel capacity, which means that 
Pabst is paying on the basis of 
about $5 a barrel for this manu- 
facturing capacity. This, of course, 
is merely a rough estimate and 
does not take into consideration 
other assets and sales potentials. + 


Last Minute News Flashes 
C&W, MJ&A, Ayer and Keyes, Madden Vie for FTDA 


Detroit, Aug. 1—The Florists’ Telegraph Delivery Assn. will choose 
a new agency Aug. 19 from among Cunningham & Walsh, MacManus, 
John & Adams, Keyes, Madden & Jones and N. W. Ayer & Son—survi- 
vors from the more than 25 agencies which solicited the account. When 


| FTDA dropped Grant Advertising last month (AA, July 7), it said that 


Grant’s successor must be either a Detroit agency or one with a strong 
Detroit office; only Ayer and MJ&A meet this requirement. 


Calvert to Introduce Canadian Ten Whisky 


New York, Aug. 1—Calvert Distillers Co., a unit of the House of 
Seagram, will introduce Canadian Ten, a new Canadian whisky, in the 


>| New York market late in September. It is the first Canadian whisky 


ever handled by Calvert. Advertising is expected to break early in 
October in metropolitan newspapers, and probably in magazines. The 


| new brand will sell for about $6.40 a fifth and will be 86 proof. It is 
| expected to move into other eastern markets before Christmas. LeRoy 


Glucksberg, formerly Chicago division manager of Seagram-Distillers 


|Co., has been named brand manager of Canadian Ten. Doherty, Clif- 


ford, Steers & Shenfield is the agency. 


.|Firestone Plastics Co. Names Aitkin-Kynett 


Akron, Aug. 1—Aitkin-Kynett Co., Philadelphia, has been named to 
handle all advertising for Firestone Plastics Co. Grey Advertising lost 
the account two weeks ago (AA, July 21). 


Hearst Offers New Color Process for Ads 


New York, Aug. 1—Hearst Advertising Service has developed a new 
color process for newspaper advertising which it has tentatively called 
Hearst Color-Fidelity. The process is something like that announced in 
June by Young & Rubicam (AA, June 16) except that Hearst’s is a 
gravure process by which advertising will be pre-printed on 32-pound 
newsprint or 34-pound roto news, then rewound and shipped to news- 
papers to be fed into their presses along with their regular advertising. 


Spaeth, Frantz Join Leo Burnett Co. 

Cuicaco, Aug. 1—Robert S. Spaeth, formerly of McCann-Erickson, 
Atlanta, and C. Peter Frantz, formerly of Waldie & Briggs, Chicago, 
have joined Leo Burnett Co. Mr. Spaeth, who was a senior account 
executive on Coca-Cola bottler advertising at McCann, will be account 
executive on Kellogg’s corn flakes. Mr. Frantz, who was vp of plans 
with his former agency, will be a marketing supervisor. 


Vick, A&P Buy NTA Films on 115 Stations 


New York, Aug. 1—The new NTA Film Network has snared its first 
two sponsors for the fall season. Vick Chemical Co. (BBDO and Morse 
International) and A&P (Paris & Peart) are contracting for nighttime 
and daytime participations on the 115-station chain starting Oct. 6. 
Started in April, 1957, NTA Network this fall is offering three new 
evening half-hour series and hour dramatic reruns in the daytime. 


House Unit Okays National Fair Trade Bill 


WASHINGTON, Aug. 1—A House subcommittee today gave a green light 
to a bill which would authorize for the first time fair trade on a na- 
tional basis. The bill now goes to the full House commerce committee, 
where its fate is uncertain. Chances for full passage appeared even 
more dim as Congress hurries toward adjournment. 


Coca-Cola Will Test Fanta Drink in 3 Markets 


New York, Aug. 1—Three Coca-Cola-owned bottling plants in Bos- 
ton, Chicago and San Francisco will start marketing the company’s 
fruit-flavored non-cola drink, Fanta, Aug. 4 in five flavors—orange, 
lemon, lime, root beer and ginger ale—on a test basis, with initial ad- 
vertising being limited to point of purchase displays. Fanta has been 
successfully marketed for the past two years (Aug. 5, 1956). If it 
spreads to other market areas in this country, a company spokesman 
said, advertising will probably be launched. McCann-Erickson is the 
agency for Coke. 


Gruen Watch Moves from Grey to Hartman 

New York, Aug. 1—Gruen Watch Co. has switched its account from 
Grey Advertising to the L. H. Hartman Co., effective today. Newspaper 
supplements and magazines will carry the bulk of a new campaign. 
Gruen, which last year billed under $100,000, was with McCann-Erick- 
son prior to 1948; then it moved to Grey and on to Stockton-West- 
Burkhart. After that Gruen returned to McCann in 1951 and in 1954 
moved back to Grey. 


Gancia & Cia Wines to Lynn Baker Inc. 


New York, Aug. 1—Gancia & Cia, Canelli, Italy, vermouths and 
wines, has appointed Lynn Baker Inc. to handle its advertising. Last 
agency of record was Wendell P. Colton Co., although the account 
has been inactive recently. Plans call for four-color ads in magazines 
to start in October. 


Continental Wax in New Drive; Other Late News 


e Continental Wax of Indiana, Terre Haute, will introduce its six- 
month floor wax in the New York market with a heavy spot radio- 
tv campaign on 10 stations starting Aug. 11. The campaign, using five 
to eight radio-tv spots per day, will be continued indefinitely. Con- 
tinental, whose distribution currently is confined to the South, South- 
west and Midwest territories, plans further expansion possibly during 
the fall cleaning season, in the Far West and Northwest. Product Serv- 
ices Inc. is the agency. 


e American Express Co., New York, has named Maxwell Sackheim 
& Co. to handle an estimated $500,000 direct mail campaign for its In- 
ternational Credit Card System, to be introduced Oct. 1 (AA, June 30). 
Benton & Bowles is the agency handling consumer advertising, with 
an estimated advertising appropriation of $1,500,000. (See Page 8.) 


e John W. Cullen Co., Cleveland, has resigned as representative for 
the Ohio Select List, a group of 48 Ohio newspapers, effective Dec. 31. 
A committee has been formed by OSL, “looking to the reorganization 
of the Ohio Select List without the unifying effect of a single national 
representative.” The committee will report to the full OSL member- 
ship on Sept. 29. The Cullen organization will continue to represent 
about 30 of the papers in the group on an individual basis. 


|Chrysler Rolls into 
‘Small Car Field 


With Simca Purchase 


Detroit, Aug. 1—Chrysler Corp. 
entered the small car field today 
when it bought Ford Motor Co.'s 
entire interest in Simca _ Inc., 
French automobile builder. Ford 
had owned 443,973 shares, or 15%, 
of the shares outstanding in Simca. 

L. L. Colbert, Chrysler presi- 
dent, said that “as part of the ar- 
rangement, Chrysler has entered 
into an agreement for the cooper- 
ative development of world mar- 
kets for Chrysler and Simca prod- 
ucts by the two companies.” 

The overseas facilities of both 
companies will be used for the as- 
sembly and distribution of Chrys- 
ler and Simca products. Chrysler 
will be the sole distributor for 
Simca cars in the U. S. and Canada. 

Chrysler said it has made no de- 
cision on the status of Richard N. 
Meltzer Advertising, San Francis- 
co, which handles Simca advertis- 
ing in the U. S. # 


‘No Smoking-Cancer 
Link,’ TIRC Head 


Replies to Briton 


New York, July 31—Timothy V. 
Hartnett, chairman, Tobacco In- 
dustry Research Committee, re- 
leased the following statement to- 
day on the allegation made in 
Toronto July 29 by Patrick O’- 
Neill-Dunne, technical director 
of Rothman’s Ltd., British cigaret 
maker, that a link between smok- 
ing and lung cancer had been 
proven (see story on Page 74). 

“The position of this country’s 
cigaret industry,” Mr. Hartnett 
said, “is unchanged because the 
facts have not changed. Scientific 
evidence simply does not support 
the theory that there is anything 
in cigaret smoke known to cause 
human lung cancer. 


s “Therefore, we cannot give any 
weight to the opinions of the to- 
bacco company’s representative 
as expressed in Canada relating 
to the health charges against ci- 
garets. 

“Of direct interest is the fact 
that much recently reported re- 
search with animals and tobacco 
smoke does not support the idea 
that tobacco smoke causes lung 
cancer. Experiments with rats, 
hamsters, mice and other animals 
showed no cancer caused in these 
animals either by smoke inhala- 
tion or other types of application 
of tobacco smoke. 

“These findings,” Mr. Hartnett 
said, “have been reported in the 
past few weeks from such insti- 
tutions as Western Reserve Uni- 
versity’s medical school in Cleve- 
land, Royal Beatson Memorial 
Hospital, Glasgow, Scotland, the 
Royal Cancer Hospital of London, 
and the University of Louisville 
school of medicine.” # 


$20,000,000 Budget 
Will Push Buick's 
Bigger 1959 Cars 


(Continued from Page 1) 
continues to take pride in his pos- 
sessions,” he added. 

“So long as Americans buy 
clothes that do more than hide 
nakedness, homes that provide 
more than shelter, and food that 
gives more than sustenance, then,” 
he asserted, “they will want more 
in automobiles than  transpor- 
tation.” 

The 1959 Buicks are radically 
changed from the 1958 models and 
the names, too, have been changed. 
The Special is now Le Sabre, the 
Century has become the Invicta 
and the Roadmaster is now the 
Electra. + 
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The 
DETROIT 


FREE 
PRESS 
us 


Michigan’s 
FIRST 
Newspaper! 


~FiRsT WITH 

$0 MANY READERS 
FoR 

$0 MANY REASONS 


More than both 
evening papers 


—you see the friendly 
Free Press everywhere! 


NATIONAL REPRESENTATIVE: 
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rae $952,074 | 
in Truckers Suit 


(Continued from Page 2) 
ruled that “...since this action 
| sounds in tort and is for the vindi- 
|eation of a private, not a public 
right, in a civil, not a criminal pro- 
ceeding, a joint rather than a sev- 
leral judgment must be entered 
| without apportionment of damages 
among the respective parties.” 

The Chicago Byoir spokesman 
said Gerry Swinehart, Byoir chair- 
man, believes this may mean that 
the damages ($217,358 trebled to 
$652,074) plus the attorneys’ fees 
($200,000) are to be summed 
($852,074) and pro-rated among 
the 24 defendants including Byoir. 
This would mean Byoir and each 
other defendant would pay about 
$53,503. 

But in any event, Byoir and the 
railroads are appealing the whole 
damage assessment ruling. Notice 
of this appeal was given the court 
last week. 


= The truckers had claimed actual 
expenditures of $866,482, which 
it asked the court to treble to 
$2,599,447, but the expenses were 
cut sharply. Judge Clary had ruled 
in favor of the truckers last Oct. 
10 when he also dismissed a $120,- 
000,000 counter suit brought by 
the railroads. The truckers had 
originally sued for $250,000,000 in 
treble damages. 

The final order also enjoined 
the defendants from “combining 
or conspiring with the intent and 
object of restraining, restricting, 
limiting or preventing the exist- 
ence, growth, development or ex- 
pansion of the business of the 
plaintiffs, or competition by plain- 
tiffs with defendants in the long- 
haul transportation of freight.” + 


Rayel, Fierro Join N. W. Ayer 

Jack Rayel, formerly vp and 
executive producer of Four Star 
Films, Hollywood, has joined the 
radio-tv department of N. W. 
Ayer & Son, New York, as a pro- 
gram supervisor. Joseph A. Fierro, 
formerly with Donahue & Coe, 
has joined the media selection 
staff of Ayer’s Philadelphia of- 
fice. 


JOTHIS 


SHAMPOO IS SUDSY!” 


WGN-TV commercials get results 
because WGN-TV programming 
keeps folks watching. For proof, 
let our specialists fill you in on 
some WGN-TV case histories and 
discuss your sales problems. 


Put “GEE” in your Chicago sales with 


Z 


Story, Brooks & Finley 
RETAIL REPRESENTATIVE: | 
George Molloy, New York 


way eae 


Sees ae 


WGN-TV 


Channel 9—Chicago 


DEVON-NORTH TOWN STATE BANK 
MODERN "10-20-30" PLAN elie: 


Why Pay Interest for Years! 
Enjoy Savings with 
Streamlined Financing! 


You, like most purchasers, can and would 
like to repay your auto loan in less than 
1, 2 or 3 years, as in ordinary financing. 
With this in mind, we designed the revo- 
lutionary “10-20-30” Plan for qualified 
borrowers. Not only does it meet the 
needs of your budget, but it also reduces 
your interest expense. 


For example: instead of borrowing 


$1,000.00 for 1 full year at 5%, at a cost 


of $50.00, on the "10" Plan you may 
borrow that amount and repay it in 10 
MONTHS . . . at only 334%, or a dis- 
count of $37.50, 4 clear cash savings of 
$12.50! Proportionate savings are avail- 
able on the “20” Plan—20 Months in- 
stead of 2 full years, and on the “30” 
Plan—30 Months instead of 3 full years! 


_Sr"— 


Check the chart and see how much sooner you'll pay 
for your new car, and how much you will save! 


HOW “10-20-30 PLAN SAVES YOU MONEY ON A NEW CAR 
YOU BORROW... $1,000.00 | $1,500.00 [$2,000.00 | $2,500.00 | $3,000.00 
Your Cost on © 3 your, 8% toon 50.00 75.00 100.00 125.00 150.00 
Yams Gow oo Bowen “107 Mine 37.50 56.25 75.00 93.75 112.50 
NOW SEE WHAT YOU SAVE! 
weltete tae $12.50 $18.75 $25.00 $31.25 $37.50 
2.) 25.00 37.50 50.00 62.50 75.00 
Baaeaoton 37.50 56.25 75.00 93.75 112.50 


...5O WHY PAY INTEREST FOR YEARS? 
YOU CAN SAVE AND PAY ONLY FOR MONTHS! 


Minimum Loan $1,000.00. Investigation and Filing Fee $6.00 


DOUBLE-TALK—This folder by Devon-North Town State Bank, Chicago, 
“compares apples and oranges,’ an AA reader asserts. The 33%4% 
interest quoted is for a 10-month period, he says, making the annual 
interest 4.5%. Furthermore, the money is discounted in advance so 
that the borrower would receive only $962.50. As a result, the net 
interest would be even higher than 4.5%, he adds. 


Smokers May Have 
Neurotic Tendencies, 
Buffalo Study Shows 


(Continued from Page 2) 
direction that might be consid- 
ered neurotic.” 

Included were such questions 
as: 

“Do you ever like smashing 
things for no good reason?” 

“How often does it make you 
sore to have people tell you what 
to do?” 

Those interviewed checked “al- 
most never,” or “sometimes,” or 
“very often.” 

The additional information 
about marriage, jobs, hospitaliza- 
tion, moving and other factors 
was brought out by direct inter- 
view. 


= What does it all mean? 

Dr. Lilienfeld offers three pos- 
sible interpretations: 

1, Cigaret-smoking may be a 
cause of the traits observed 
among smokers. “This may not 
appear likely, but it is possible.” 

2. “Neurotic” traits lead to the 
initiation of the smoking habit. 
“This appears more likely than 
the one above.” 

3. Perhaps smoking and “neu- 
roticism” both result from com- 


CRITICAL READERS 
LISTENERS, VIEWERS 


up claims that your agency, 
clients - personnel have committed 


LIBEL, SLANDER, INVASION OF 
PRIVACY OR COPYRIGHT, 
_PLAGIARISM. | 

FORE it happens, get our unique 
Excess INSURANCE Policy 
an effective and inexpensive cushion 

against these hazards. 


EMPLOYERS REINSURANCE 
CORPORATION 


as 3 ¥ Tenth, Kansas City, Mo. 
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mon underlying factors. Perhaps 
certain social factors are interre- 
lated with smoking habits, lung 
cancer and emotional status. “An 
unlikely explanation and difficult 
to test at our present level of 
knowledge.” 

One interesting, and unexpect- 
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No. 53 | British Cigaret 


Maker Concedes Link 


of Smoking, Cancer 


New York, July 30—A link be- 
tween cigaret smoking and lung 
cancer has been conceded by 2 
British cigaret manufacturer. 

Patrick O’Neill-Dunne, world 
technical director of Rothman’s 
Ltd., London, England, and Toron- 
to, Canada, is quoted in a story 
from Toronto published today in 
the New York Times as saying that 
“It is now felt that a link between 
smoking and lung cancer has been 
proven ‘beyond all reasonable 
doubt’.” 

Mr. O’Neill-Dunne, who heads 
Rothman’s current drive “to gain 
at least one-third of the Canadian 
market,” the Times says, made 
public his company’s stand upon 
his return to Toronto from the 
seventh International Cancer Con- 
gress in London. 

“Most tobacco manufacturers are 
engaged in cancer research,” the 
report says, “but Rothman’s is be- 
lieved to be the first anywhere to 
acknowledge that lung cancer is 
definitely linked with smoking. 


= “Mr. O’Neill-Dunne reported 
that an increasing number of 
scientists were convinced that the 
risk of lung cancer would drop 
sharply if the tar intake from a 
single cigaret could be cut to 18 
milligrams. 

“Although far milder than the 
cigarets of 30 to 40 milligram in- 
take prevalent today, such cigarets 
could be made with a pleasant, 
highly palatable taste,” he said. 

“A second step should be the 
use of effective filters to reduce 
the amount of tar entering the 
mouth and lungs,” he added. 

“A third move,” Mr. O’Neill- 
Dunne is reported as_ saying, 
“would be to educate the public to 
stub out cigarets after they have 
been smoked only two-thirds of 
their length. 

*“*Rothman’s, with headquarters 
in London and plants in seven 
other countries, considers itself a 
leader in filter-tip brands and now 
devotes 100% of its Canadian pro- 


ed, finding of the survey is that|duction to this type of cigaret’,” 
cigaret smokers participate more|the story quoted him as saying. 


frequently in sports than non-| 
smokers. If such participation is) 
“constitutional hardi- | 


related to 
ness,” Dr. Lilienfeld points out, 
in this one respect smokers would 


seem to be hardier than non-| 


smokers. + 


Eckelman Joins Chilton Co. 

Harold Eckelman, formerly with 
the promotion department of Elec- 
trical Merchandising, has joined 
Chilton Co., Philadelphia, as sales 
promotion manager on Jewelers’ 
Circular-Keystone. Mr. Eckelman 
fills a position left vacant some 
time ago by the resignation of Alan 
Simms. 


Jamaica Board to NC&K 

The Jamaica Tourist Board has 
appointed Norman, Craig & Kum- 
mel, New York, to handle its ad- 
vertising. Charles Anthony Gross 
Advertising, Miami, formerly han- 
dled the account, which spent 
about $250,000 in 1957, mostly in 
newspapers. 


Direct Mail Gains in Ist Half 
Direct Mail Advertising Assn.. 

New York, has reported that direct 

mail spending in the first six 


:}months of 1958 was $818,037,983, 


up nearly $7,000,000 from $811,- 
112,830 spent in the same period 
of 1957. 


Cleveland Heater Names Gold 

Leonard Gold, formerly ad 
manager of Frankelite Co., has 
joined Cleveland Heater Co., man- 
ufacturer of domestic and indus- 
trial water heaters, as advertising 
manager. 


Se ers ard 


= The company’s brands include 
Rothman’s Pall Mall, Rothman’s 


| king-size and de luxe filter cigar- 


ets, and Consulate, a menthol 
cigaret. It introduced its new de 
luxe filters last year in Canada_ 
with full-page ads in Canadian 
metropolitan dailies. Its Canadian 
agency is F. H. Hayhurst & Co., 
Toronto. 

Tobacco companies here in New 
York had no comments for publi- 
cation. However, one tobacco com- 
pany spokesman, who refused to 
allow his name to be used, said 
that the O’Neill-Dunne statement 
“was an obvious and ugly piece of 
sales promotion.” At the Tobacco 
Industry Research Committee 
there was no comment. + 


WTTG Names John McArdle 

John McArdle has been named 
general manager of WTTG, Wash- 
ington tv outlet of Metropolitan 
Broadcasting Corp. Mr. McArdle 
was formerly an account execu- 
tive of WABD, the New York af- 
filiate of MBC. 


Rothenberg to Everett-McKinney 

Howard Rothenberg, formerly 
with Forjoe & Co., has been ap- 
pointed an account executive of 
Everett-McKinney, New York, ra- 
dio-tv representative. 


Morris to O’Mara & Ormsbee 

Charles W. Morris Jr., formerly 
of the Detroit sales staff of Dow 
Chemical Co., Midland, Mich., has 
joined the Detroit sales staff of 
O’Mara & Ormsbee, newspaper 
representative. 
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1518 
tap 
tap 
taps a day’! 


It has been estimated that the cranium of 
a typical American family is exposed to a grand 
total of 1518 different advertising messages each 
day. All these messages are bought and paid for 
by advertisers. But only a few can win the battle 
for attention and interest. 


Question: How creative is your agency? 


YOUNG & RUBICAM, INC. 


Advertising * New York + Chicago + Detroit + San Francisco + Los Angeles + Hollywood + Montreal +- Toronto + London + Mexico City + Frankfurt + San Juan + Caracas 
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Wan Important Sales-Building Fact to Remember: 


Because it knows what today’s women 


want, and what makes them buy — 


Through its sponsorship of the annual Congress on Better Living, say 
McCall’s continues to learn more and more about the practical > 

wants and needs of today’s women and their families. Information \ | y ‘ 
obtained not only helps to guide the editors in planning each issue, ‘Gund 4 
but is made available to manufacturers of products for the home. ol ‘ 


In addition, McCall’s continuing studies of consumer purchase and use in 
practically every product field provide important marketing clues to the buying habits 
and brand preferences of today’s women and their families. 


Because of this authoritative, up-to-the-minute knowledge of family wants and needs, 
McCall’s is better able to stimulate active buying decisions in its 
readers—the chief purchasing agents of America’s families. This, in turn, 
produces extra selling effectiveness for its advertisers . . . 

one of the many ways in which McCall’s works. 


McCall’s, the magazine of Togetherness... circulation 
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